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TWO NOTABLE EXCEPTIONS 


The Indianapolis Star 
The City of Indianapolis 


There are only seven cities in the United States in 
which morning newspapers having in excess of 100,000 cir- 
culation are published, and Indianapolis is one of the seven. 
For nearly two months the STAR’s circulation has exceeded 
100,000. It had 20,203 more readers (in February) than its 
nearest competitor. 

It is also the only Sunday paper printed in Indianapolis. 

Indianapolis is the only capital in the United States 
that is the metropolis of the State. This fact is all the 
more remarkable when the fact is taken into consideration 
that Indiana is the seventh State in population in the 
United States, and Indianapolis seventeenth in the rank 
of leading cities. 





THE STAR LEAGUE PAPERS 
consist of THE INDIANAPOLIS STAR, THE MuNcIE STAR 
and THE TERRE HAUTE STAR. Of these publications, the 
Chicago Tribune said editorially: 
‘*These papers cover most of Indiana.” 











General Offices of the Star League: 
INDIANAPOLIS STAR, MUNCIE STAR, TERRE HAUTE STAR, 
Star Building, Indianapolis, Ind. 


Cc. E. LAMBERTSON, Eastern [igr., JOHN GLASS, Western [igr., 
1315 Flatiron Bidg., New York. Boyce Bidg., Chicago, Ill. 
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Me CLURE’ 
MAG AZIN 


ECAUSE through the 
advertising pages of 
McClure’s Magazine a cus- 
tomer is able to go to a dry 
goods store and ask for a fab- 
ric by name, the quality of 
which she knows through ad- 
vertising, your goods should 
be offered for sale in The 
Marketplace of the World if 
they are worthy. 


CURTIS P. BRADY, Advertising Manager, 
44 East 23d Street, New York. 
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A JOURNAL FOR ADVERTISERS, 
ENTERED AS SECOND-CLASS MATTZR AT THE NEW York, N. Y., Post OFFICE, JUNE 29, 1893. 


VOL. LEX, 


PROCESS. STORIES. 


SHOW YOUR PROCESSES FROM START 
TO FINISH, NOT IN CHUNKS— 
THE PUBLIC IS ALWAYS INTER- 
ESTED IN HOW THINGS’~= ARE 
MADE, EITHER AS A MATTER OF 
INFORMATION, OR OF PRECAUTION 
—SPECIMEN PROCESS STORIES 
FROM CURRENT ADVERTISING, 


One‘important point seems to 
be widely overlooked in the pres- 
ent effort to give the public de- 
tails regarding the manufacture 
of advertised commodities. That 
is continuity, 

The manufacturer insists upon 
the quality of his raw material in 
one ad, and the cleanliness of his 
processes in another, and the ex- 
clusiveness of certain features in 
still another. But he likes to 
select what he considers the most 
vital process points, and play 
those up strong. Telling the whole 
story of the process from start to 
finish in one ad, by diagrams, is 
something too rarely done. Yet, 
when handled properly, it is very 
effective. 

A good process story is always 
interesting. People do not tire of 
reading about how things are 
made. Ninety per cent of the 
value of most products lies in the 
process, and when a process story 
is told in diagrams or pictures it 
is usually very simple and graph- 
ic. At least, it can be made so. 

A good example of a process 
story condensed in a paragraph is 
found in a Washburn-Crosby 
flour announcement: 

If you were a miller, would you 
bother to wash the wheat and scour it? 
That’s what Washburn-Crosby Co. do 
in milling Gold Medal Flour. Then the 
Wheat is run through twenty sets of 
steel rolls to grind it very fine and 


even. And it’s sifted ten times through 
the finest silk. Our process makes the 
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dough a uniform mixture—makes nice, 
light, creamy bread and biscuits—makes 
the baking a success. 

Here, in a few words, is con- 
densed a story that might easily 
be expanded into a full page or a 
booklet. Details given indicate 


Krementz 





The Standeré American Coller Botton 


Made of one piece of metal; the following illustrations 


Fig.8 





quality, but also arouse specula- 
tion as to how the wheat is select- 
ed and cleaned, what is its nutri- 
tive value, why the flour is run 
through twenty rolls, and sifted 
ten times, and why through silk. 

One of the prominent advertis- 
ing silk manufacturers has a pro- 
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cess story told in still life ex- 
hibits, showing the progress of 
his sewing floss from the silk- 
worm and cocoon to the spool. 
This process is illustrated by act- 
ual cocoons, the raw silk, and 
skeins of the commercial product 
in various stages of manutacture, 
the whole being brought together 
in a framed cabinet for use in 
public schools. There is no rea- 
son, however, why such an ex- 
hibit should not be placed widely 


in dry goods stores, and reduced 5 


to pictures and words for utiliza- 
tion in magazine advertising and 
printed literature. Some of the 
makers of widely advertised nov- 
elties have assembled such exhi- 
bits for display in dealers’ win- 
dows. The Waterman fountain 
pen exhibit is familiar, showing 
each stage in the making of this 
device from a piece of crude rub- 
ber to the finished stylus. An- 
other well-known dealers’ exhibit 
of the same character is the small 
frame sent out by the maker of 
Krementz collar buttons, showing 
how, by eight separate processes, 
a solid collar button is fashioned 
out of a simple metal disk. This 
particular exhibit is also reduced 
to pictures for use in advertising, 
as shown in reproduction here- 
with. 

An excellent process story was 
recently told in the women’s 
magazines for “Vinol,” a cod- 
liver preparation. In a full page, 
with color pictures, was shown 
the process of separating from 
the cod-livers such extractives as 
have genuine medicinal value, re- 
jecting the oil and grease that 
make cod-liver proprietaries dif- 
ficult to digest. First a large 
glass jar, reproduced in natural 
colors, exhibited the fresh livers 
as they come from the fish. A 
second jar showed the chopped 
livers yielding up their oil. The 
third jar showed the exhausted 
liver, with a layer of washed oil 
above and a layer of solution be- 
low, the latter containing the 
medicinal properties. The fourth 
was a jar of concentrated cod- 
liver extract, the fifth a jar of 
iron peptonate, the sixth a jar of 
solution of iron peptonate, and 
the last a jar of “Vinol” itself. 


These exhibits, of course, madea 
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complex story by themselves, but 
with a few hundred words of 
simple text they became _ highly 
graphic. No mere assertions of 
medicinal value could carry such 
conviction. According to the 
1 Re gi these points were 
made clear: 

First—That Vinol is not only a real 
cod liver preparation, but that it rep- 
resents the most scientific method of 
manufacturing such a preparation, and 
that by this elaborate process only can 
all the medicinal extractives be recov- 
ered from the cods’ livers and their 


il. 
Second—That Vinol is not made up 
of drugs and chemicals which are said 
to resemble the medicinal elements 
found in the cods’ livers and their oil, 
and is not a patent medicine. 
Third—That Vinol contains not only 
all the medicinal extractives of the oil, 
but of the liver as well, the nauseating, 
useless oil, from which we have ex- 
tracted all the goodness, being thrown 


away. 

Fourth—That Vinol is deliciously 
palatable, agreeable to the weakest 
stomach, and contains all the ‘goodness, 
the soothing, healing, strengthening and 
curative elements of cod liver oil act- 
ually taken from’ fresh cods’ livers. 

One effective way in which to 
tell a process story is by begin- 
ning with raw materials and fol- 
lowing them through the factory. 
Modern factory organization is 
such that the processes go from 
floor to floor in definite orders, 
usually from the top story to the 
bottom. All that need be done, 
in many cases, is to give a cross- 
section of the plant, slicing away 
a wall to reveal the interior. 

A process exhibit of this kind 
comes from London, where it oc- 
cupied a full page in the Daily 
Chronicle. The object was to 
show how a first-class malt ex- 
tract is made, and the story was 
prepared for that manufactured 
and sold by Boot’s Cash Chem- 
ists, who control a hundred drug 
stores about London, with many 
more in the provinces. Five 
stories of a manufacturing plant 
were laid bare in a diagram. At 
the top one saw the bags of malt 
piled up, the grain being shot 
down a funnel to the screening 
machine on the floor below. From. ' 
there it went to a grinding ap- 
paratus on the third floor, and 
then ascended in an elevator to 
the top floor again, where it en- 
tered a grist case for the ground 
malt. On the fourth floor it en- 
tered the mash tun, the spent 
(Continued on pace 6). 
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The City of 290,701 
Homes 


Official figures compiled 
this year place the number 
of dwelling houses in Phil- 
adelphia at 290,701. 


The net paid daily 
average circulation of the 
Philadelphia Bulletin for 
March was 267,029 copies 


a day. 


—“nearly everybody”’ 
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grain going away on one side, 
and the malt liquor on. the other 
to a vacuum pan on the second 
floor. The purpose of this 
vacuum pan was described—to re- 
duce the malt liquor to extract at 
a very low temperature. This, of 
course, is the most important 
point in the whole process, for at 
this stage the diastase, which is a 
product of germination, can be 
utterly destroyed by the violent 
boiling necessary to condense malt 
liquor outside a vacuum. The pro- 
portion of diastase in the best 
malt is only one part in 500, any- 
way. To preserve this slight pro- 
portion is highly important. One 
part of good diastase, intact and 
uninjured in manufacture, will 
transform 2,000 parts of starch 
into dextrine in the stomach, and 
then into grape sugar. 

Every process connected with 
food manufacture is of immediate 
interest to the public. ‘So are the 
processes used in making most 
proprietary remedies—if the man- 
ufacturer undertook to show: that 
the way a formula is combined in 
a modern pharmaceutical plant is 
vastly different from the crude pro- 
cess by which the corner druggist 
makes his little “something just 
as good,” it would probably have 
a more immediate and lasting ef 
fect on the substitution evil than 
any other argument he could put 
forward. Some of the best mod- 
ern proprietary remedies, espec- 
ially the tonics containing strych- 
nia, arsenic, etc., are not only de- 
pendent upon ‘careful processes 
for efficiency, but when made 
upon a small scale, and by old- 
fashioned processes, may be high- 
ly dangerous, and even poisonous, 
owing to improper combination of 
ingredients. 

Along with the process story 
goes, of course, an invitation to 
the factory. Where the advertiser 
has a strictly modern plant, this 
is always insisted upon. In a 
good many instances, however, 
where the most scrupulous clean- 
liness is maintained in an old- 
fashioned building, an open invi- 
tation to visit the place may be 
poor policy. 

It is said that a large advertis- 
er of mail-order cigars insisted 
upon the cleanliness of his prod- 


uct to such an extent that every 
day there would turn up at his 
plant a dozen or two customers 
from widely-scattered parts of the 
country, bent on an_ inspection. 
For several months he gladly 
took these visitors through. His 
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factory is in an old building, with 
insufficient windows, and _ the 
business has grown so fast that 
the work-rooms are crowded. 
Processes are really as clean as 
may be in cigar-making, which is 
hardly an industry to show off 
well under the best circumstances. 
After these visits had been going 
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on six months the manufacturer 
went over his records of sales for 
the same period. What he found 
there led him to check the custom 
of taking visitors through the 
plant. For a careful examination 
of the records of those who had 
visited his place showed that 
hardly twenty-five per cent of 
them ever order goods again. 

This experience in no way in- 
validates the idea of the process 
story, however, nor does this par- 
ticular manufacturer’s course 
seem altogether the wisest he 
could have taken. With a large 
plant, situated in an out-of-the- 
way section of a great city, he 
could easily fit up downtown a re- 
tail branch with an_ exhibition 
room upstairs, showing processes 
in miniature. Then a standing 
invitation in his mail-order ad- 
vertising to visit this place would 
have made him many friends. 

There is no mistaking the ef- 
fectiveness of the process story, 
whether told, in pictures, words, 
or in the plant itself. It appeals 
to a fundamental trait in human 
nature. People will read such 
matter for information, or if not 
for that, then as a matter of pre- 
caution. Every factory with a 
widely advertised product ought 
to take steps to throw its doors 
open. 

—\_+o>—__—_ 


Tue “Doctors of Advertising” 
—Cincinnati’s unique little un- 
organized organization of adver- 
tising men—at the March dinner 
at The Business Men’s Club, were 
called upon to diagnose this case: 
“What Effect, if Any, Wil! the 
National Food and Drug Act 
Have Upon the Advertising of 
Products Governed by This Leg- 
islation ?” The consensus of 
Opinion seemd to be that the act 
would have a tendency to mater- 
lally increase the advertising of 
food products. W. H. Rankin, of 
The Bobbs-Merrill Company, was 
the guest of “The Doctors.” 

ny 

M. L. Wison, who has been 
associated for several years with 
the New York office of N. W. 
Ayer & Son, has joined the forces 
of the Frank Presbrey Co. of 
New York. 


Tue Portland, Ore., Admen’s 
League gave its annual banquet at 
the Commercial Club on March 
19. Numerous unique features 
were introduced during the even- 
ing, among them a minstrel show, 
and a mock spiritualistic seance in 
which Lincoln J. Steffens played 
the part of medium. - Telephone 
instruments had been ‘installed, al- 
lowing any guest to call up any 
other in the dining-room. Wil- 
liam J. Hofmann, business mana- 
ger of the Oregon Journal, was 
toastmaster. 

—_+oo—__—— 

Frepericx LeLanp, until re- 
cently eastern advertising mana- 
ger of the Broadway Magazine, 
has associated himself with the 
advertising department of Travel 
Magazine. 











GET-RICH- 
QUICK 
SCHEMES 


are freely advertised by 
some of its contempora- 
ries, but the Chicago Rec- 
ord-Herald refuses to print 
many pages of this sort of 
advertising every week. 


Feb. 1907 Circulation: 
Daily Average - - 151,093 
Sunday Average - 217,159 


CHICAGO 
RECORD-HERALD 














Lincoln Freie Presse 
Lincoln, Neb. 
Actual Average 
Circulation” 149,28 i 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 








Illinois, etc., in the order named. All sub- 
scriptions paid in advance. Flat rate, 35c. 
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THE APRIL MAGAZINES. 


In Harper's ; Monthly for April 
the “Editor’s Study” gives some 
interesting names and dates con- 
cerning early American maga- 
zines. Mr. Alden deals with the 
subject chiefly from the literary 
side, showing that the periodical 
has alwayse been important in 
American letters. His article, 
however, is of considerable inter- 
est to those concerned with the 
advertising and business manage- 
ment of present-day magazines. 
Charles Brockden Brown, the 
first American novelist, died as 


ADVERTISING IN LEADING MONTHLY 
MAGAZINES FOR APRIL. 
(Exclusive of Publishers’ own advertising.) 
Pages Ag. Lines 
Country Life in America 
(cols.)... 
McClure’s ..... 
Everybody’s ...... 
Munsey’s.... 
Spstéth.sc- ssc 
Ladies’ Home 
(cols.) 
Cosmopolitan...... seweeen 
Review of Reviews.......- 
American Magazine 
Sceribmer’s..... 20 hinbeoe 
Delineator (cols.). 
Harper’s Monthly. 
Century 
Woman’s Home 
panion (cols.)....... seve 
Good Housekeeping 
Pacific Monthly 
Sunset (Mar.) ......0ceeees 
Red Book 
Suburban Life (cols.)-.. 
Garden Magazine (cols.).. 
Outing Magazine 
Success (cols.).. 


World’s Work....... 
World To-Day.... 
National ee « 
Pearson’s. 





43,939 
38,790 
37484 
359449 
352430 


“Journal 

34,000 
33,056 
339520 
26,880 
24,530 


eeeeeseeee 


Designer (cols.).....+.+++. 14,544 
New Idea Woman’s Maga- 

zine (cols.).... 
Current Literature 
Ainslee’s Shae 
Housekeeper (cols. De 
American Homes and Gar- 

dens (cols.)......+ 
Normal Instructor (cols.).. 
House Beautiful (Mar.— 

GOURD wcspacses 
Harper’s Bazar......e.ee. 
Out West (Mar.). 
Modern Priscilla (cols)... 


135923 
13,216 
12,453 
12,411 


12,223 


11,690 
11,679 


eeeeeeeeee 


Popular Magazine. “ei 

Metropolitan .. 

Technical World "Maga- 
zine. 

Recreation (cols.).. 

Theatre (cols.)..... 

World’s Events (cols. oe oo 

Etude (cols.)....0seese.00s 

Circle (cols.),...ssese0.++ 


Pages Ag. Lines 
7,002 
6,978 
6,956 
6,355 
6,272 
6,272 


All-Story Magazine 
Health Culture (Mar.)... 
Overland Monthly (Mar.). 
Van Norden Magazine.... 
Broadway Magazine 
Gunter’s Magazine..... sy 
American Boy (cols.).... 
Putnam’s Monthly 
Farming (cols.)..... 
Bookman.....+ oe 
Smith’s Magazine... cbdae ee 
Pilgrim (cols.). . ae 
Musician (cols, . 
Star Monthly (cols. e 
Lg sal s agazine. 
Blue Book 
St. Nicholas... 


Benziger’s gM (cols. J 
Railroad Man’s Magazine 
Philistine (Mar.)........++ 


ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR ARCH. 
(Exclusive of Publishers’ own advertising.) 

Week ending [larch 9: 
he~y Ag. Lines 
11,678 
10,590 
9,250 


sotetiay Evening Post.. 


Coc eeeeeeseeserscasece 


soesenters (pages). 
Liter: 
Outl ~ $m (p 
Leslie’s Week ly.. 
Christian Herald.. 
Churchman 
Associated Sunday Maga- 


Scientific American.. 

Christian Endeavor World 

Youth’s Companion 
Week ending March 16: 
18,539 
11,050 
8,910 
71598 
41426 
4,218 
4,065 
4,032 
4,032 
3924 


Vogue 

Saturday Evening Post.. 

Collier’s 

Literary Digest.. 
hurchman 

Youth’s Companion... 

Leslie’s Weekly 

Independent (pages) 

Outlook (pages).......... 

Christian Boheever World 

—— ened —— 


Christian Herald... 


31444 

35413 

3,3Ur 

2,092 

Week ending [arch 23: 
Outlook (pages) 


19,628 
Saturday sens Post. 


13,543 
11,864 
775% 
6,666 
6,337 
4,720 
4.118 
4032 
3,912 
3,047 


Churchman. . .. 

Leslie’s Weekly 
Independent (pages). . 
Christian Endeavor World 
Christian Herald........ 
Associated Sunday Maga- 
2,779 
2,456 
1,983 


Scientific American 
Youth’s Companion...... 
Week ending [larch 30: 

Independent (pages)...... 

Collier's. .cccccosceccccces 

Vogue..... 

Saturday Evening Post.. 
urc! 


14,042 
12,271 
10,129 
8,459 
7,568 


Tiaihecscvovses 





PRINTERS’ INK. 9 


Christian Herald 

Literary Di 2 

Leslie’s Week] 

Youth’s Communion 
Christian Endeavor World ro 
Le — 16 


Totals for March : 
Vogue 
Someday Evening Post.. 
Collier’s 
Outlook 
Independent 
kd Digest 


Churchman 


Christian Herald. . 

Christian Endeavor World 

Youth’s Companion... 

Associated Sunday Magi i 
12,055 
10,029 





early as 1810, yet he established 
the Literary Magazine and ran it 
five years. The Portfolio, estab- 
lished in 1801 by another early 
American author, Joseph Dennie, 
lasted until 1827, and John 
Quincy Adams contributed to its 
pages hi impressions of Euro- 
pean travel. Washington Irving, 
with his literary friend, K. 
Paulding, seem to have assisted 
Moses Thomas with the Analectic 
Magazine, a Philadelphia rival of 
the Portfolio (1813-20). During 
the first decade of the last cen- 
tury, too, Boston had a little 
coterie of literary men in its 
Anthology Club who founded the 
Anthology Magazine. In 1815 
this became the North American 
Review. American men of letters 
at that time devoted their atten- 
tion more to periodicals than to 
the writing of books. Philadel- 
phia in the twenties and thirties, 
though she had no great individ- 
ual author like Bryant or Cooper 
or Irving, could justly claim pre- 
eminence as the greater literary 
magazine center. Even as lateas 
1843 Hawthorne, Whittier, and 
Lowell seem to have been attract- 
ed to that center. Graham’s 
Magazine was then the most pop- 
ular miscellany in America. The 
first important literary periodical 
published in New York was the 
Atlantic Magazine (1824), which 
soon became the New York 
Monthly Review. of which R. S. 
_ Sands and William C. Bryant 


were the chief supporters, Bryant, 
before he came to New York in 
1825, had been a contributor to 
the Literary Gazette of Boston, 
and, like wie Peter | had found 


favor witktAPeter Parley,” the 
pseudonym 6f S. G. Goodrich, the 
Hartford publisher, who issued 
an annual, called the Token, and 
in many ways gave encourage- 
ment to young New England au- 
thors. Poe’s “Raven” was first 
published in the New York Mir- 
ror in 1845. ‘Lhis publication was, 
by permission, in advance of the 
regular issue of the poem in the 
American Whig Review, to which 
it was originally contributed. Poe 
was for time editor of the 
Southern Literary Messenger,and 
then of the Gentlemen’s Maga- 
zine—aiterward Graham’s. Later 
he was associated with Charles F. 
Briggs on the Broadway Journal. 
In the early thirties Oliver | 
Wendell Holmes contributed to 
the New England Magazine two 
papers under the caption of “The 
Autocrat of the Breakfast-Table.” 
N. P. Willis, the most picturesque 
figure in ante-war periodical lit- 
erature, was in 1829 editor of 
“Peter Parley’s’ Token and, 
about the same time, of the Mir- 
ror, having among his contribu- 
tors Hawthorne, Motley, Hil- 
dreth, Albert Pike and Park Ben- 
jamin. His most striking venture 
in this line was the establishment 
in 1839 of the New York Corsair: 
“A Gazette of Literature, Art, 
Dramatic Criticism, Fashion, and 
Novelty.” Thackeray wrote for it 
letters from London, Paris, Pek- 
ing, and St. Petersburg, which 
afterward made up his Paris 
Sketch Book. In his later years 
Willis was closely associated with 
the Home Journal, to which 
Thomas Bailey Aldrich was a 
contributor. In 1843 James Rus- 
sell Lowell started a magazine 
called The Pioneer, which ran 
for only three months, but num- 
bered among its contributors 
Hawthorne, Poe, Whittier, and 
Elizabeth Barrett, afterward Mrs. 
Browning. At about the same 
time Emerson, Margaret Fuller, 
and George Ripley were conduct- 
ing the Dial, the organ of the 
Transcendentalists. Charles Fenno 
Hoffman, the novelist and poet, 





To 


was the first editor of the Knick- 
erbocker Magazine, which had 
been established in New York in 
1833. Hawthorne, Irving, and 
nearly every important writer of 
the country contributed to this 
entertaining magazine during the 
first twenty years of its existence, 

It was in the last half of the 
century that the American maga- 
zine for the first time ceased to 
be a miscellany and became a 
thoroughly well-organized com- 
plement of a, for the first time, 
well-organized American litera- 
ture. The national expansion 
westward, especially after the ac- 
quisition of the Pacific coast, had 
developed a literary need which 
magazines like Graham’s and the 
Knickerbocker could not meet; 
and it was in the natural course 
of things that the publishing 
house which, in its book publica- 
tions, was most intimately asso- 
ciated with this continental 
growth in the line of already de- 
veloped or newly awakened intel- 
lectual tastes and demands, should 
establish a magazine like Har- 
per’s. It was equally inevitable, 
not because of the relation of any 


special publishing house to the 
people, but because of the exist- 
ence of a’ group of remarkable 


writers like Lowell, Longfellow, 
Hawthorne, Holmes, Whittier, 
Emerson, and Thoreau, all living 
in the vicinity of Boston, that the 
New England movement of that 
time should have found its ex- 
pression in the Atlantic Monthly. 
These two were the original 
types, repeated, with important 
variations, in the other great 
magazines which have sprung up 
and endured to the present time. 
With scarcely an exception every 
distinguished writer of books 
during this period has been also a 
contributor to magazines. 

Periodical literature has done 
more for the American people 
than for any other. It had a con- 
siderable development before 
there was an American literature, 
meeting the intellectual needs of 
a sturdy race which, while its en- 
ergies were engaged in the solu- 
tion of difficult practical problems 
rather than in the writing of 
books, was yet intelligent and 
keenly curious. 
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Again in March 
SYSTEM led the list 


March SYSTEM........46,278 lines 
Next largest........ --» 45,880 lines 


Fourth largest .........86,405 lines 


Last September 
SYSTEM led the list 


September SYSTEM....47,040 lines 
Next largest............ 30,136 lines 
Third largest...........80,086 lines 
Fourth largest .........28,752 lines 


And from September to March SYSTEM 
carried more pages of paid advertising 
than any other standard-size magazine. 


Isn’t evidence better than argument ? 


Aren’t cold figures better than wordy 
“reasons why” ? 


Doesn't the single fact that SYSTEM 
carries more advertising than any other 
standard magazine prove beyond doubt 
or dispute that SYSTEM is not alone 
od Prcsieass —y azine for i pat 

. e, it must be a most profitable 
advertising medium ? sans 








PLAYING THE SAME GAME. 


An eastern manufacturer wrote a 
Texas editor offering an advertisement 
of his aeapeneee on condition that the 
latter could show sales in his town, 
says the Commercial Union. Other- 
wise the ad was to run free. The 
editor came back with a counter propo- 
sition: 

“We have adopted the rule that any 

firm which desires the honor of supply- 
ing us with suspenders must first prove 
the durability of their goods, hence we 
write to enquire if the following lib- 
eral omer would interest you: 
_ “You are to send us a box contain- 
ing a dozen pairs of Bull Dog Sus- 
penders, which we agree to distribute 
among our office and editorial staff. 
For every month over a year which 
each pair of these suspenders remain 
in service we will pay you twenty-five 
cents. In order to avoid any possible 
mistake, we will enter in a book the 
date each member of our staff begins 
wearing the suspenders, and promptly 
at the end of the year’s “demonstra- 
tion service” their condition will be 
fully reported. 

“In determining the merits of your 
suspenders we shall not judge entirely 
by the length of time that they re- 
main in use, but largely by the con- 
dition that they are in after the twelve 
months’ wear. All that we want to 
know is that an investment in Bull 
Dog Suspenders would be profitable io 
us. 
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DES MOINES AS A _ PUB- 
LISHING CENTER. 


When the last federal census 
was taken Des Moines stood: six- 
tieth on the list of American 
cities, with 62,000 population. 
This has increased to 90,000 at 
the present time, but other cities 
have advanced also during these 
seven years, although tew of 
them, perhaps, as rapidly as Des 
Moines. 

In 1905 Des Moines was in 
eighteenth place in second-class 
mail matter handled, and in 1906 
there were only fifteen cities 
ahead of it. During the year it 
passed both Pittsburg, with 320,- 


It 


WEEKLY—Con, 
Wallace’s Farmer 


MonrTuyy. 


45,019 


Farm Gazette 
Homemaker 


55,083 
exceeding 75,000 
Merchants’ Trade Journal.. 18,720 
Successful Farming. 252,083 
People’s Popular Monthly..exceeding 75,000 

Lafayette Young, jr., manager 
of the Capital, was asked recently 
if advertisers seem to realize the 
importance of Des Moines as a 
publishing center, as shown by 
the postoffice figures. 

“No,” Mr. Young replied, “they 
are more often inclined to over- 
estimate the importance of other 
cities around us. Omaha, for ex- 
ample, with 125,000 population, 
handled second-class mail matter 


000 population, and San Fran-elast year amounting to less than 


cisco, which had 350,000 popula- 
tion before the earthquake. 
Among the forty-five largest post- 
offices of the country, only two 
exceed Des Moines in percentage 
of gain over the preceding year. 
Los Angeles shows a gain of 
forty-three per cent, Portland, 
Oregon, of 33 per cent, wifile Des 
Moines comes next with twenty- 
four per cent. In the govern- 
ment’s table Des Moines ranks 
ahead of such cities as Denver, 
Omaha, Los Angeles, New Or- 
leans, Washington and _ other 
cities, many of which are from 
two to five and six times the 
size of the Iowa city. The cities 
which are placed ahead of Des 
Moines, in the order named, are 
New York, Chicago, Philadelphia, 
St, Louis, Boston, Kansas City, 
Minneapolis Cincinnati, Indian- 
apolis, Augusta, Cleveland, De- 
troit, St. Paul, Milwaukee and 

Atlanta. 

The 1907 edition of Rowell’s 
American Newspaper Directory, 
to be issued next month, will 
show that thirty-seven distinct 
publications are listed at Des 
Moines. The names of some of 
these are given below, together 
with the rating of copies printed 
that the Directory will accord: 

Datity, 
Capital 44,763 

40,833 
20,000 
27,514 
25,238 


vad 
Register and 


ni exceeding 


80,756 
32,128 
5,941 


6,200,000 pounds, while our local 
postoffice sent out similar matter 
amounting to over 7,600,000 
pounds. St. Joseph, Missouri, 
claims a population of 25,000 more 
than Des Moines, while the re- 
port shows that Des Moines did 
three times the second-class mail 
business that St. Joseph did. 

“Des Moines is located in the 
center of the State, has excellent 
railroad facilities on all sides, and 
has no rival in size and enterprise 
for miles around. It is but nat- 
ural that the city should be of un- 
usual importance from the adver- 
tiser’s standpoint. Its daily pa- 
pers are all good, and have a 
strong hold in the farming dis- 
tricts as well as in the city. 

“The large circulation of many 
of its farm and household papers 
is the prime factor in placing Des 
Moines so well up among the 
large cities in the matter of sec- 
ond-class mail, The Pierce, Wal- 
lace and Meredith publications 
all have a large circulation, in 
their respective fields. 

“Instead of underrating the 
importance of Des Moines, ad- 
vertisers should realize that it is 
more important for them than 
they can possibly know, until they 
have studied its people, its loca- 
tion in the State, the sort of 
publications it puts out, its rail- 
road advantages, and so on. The 
next few years will emphasize the 
advantages that it possesses, for 
the work of the Greater Des 
Moines Committee will wonder- 
fully assist the city’s boomers.” 
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MISFIT METAPHORS. 


One of the “grand old standbys 
of unconscious humor is the 
mixed metaphor. Wherever there 
is a Congress or a Parliament, 
there will you find it, and wherev- 
er found it is enjoyable. 

The English peer who referred 
to a certain appropriation as “a 
mere flea-bite in the ocean”; the 
orator who shrieked that ‘the 
constitutional rights of the ‘pee- 
pul’ are being trampled on by the 
mailed hand of authority”; the 
radical who declared that “the 
British lion, whether climbing the 
pine forests of Canada, or scour- 
ing the Pacific main, will not 
draw in its horns or retire into 
its shell.” 

These we all know and love. 

But we don’t want mixed meta- 
phor in business, and when we 
find a man spending $500 for a 
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SOUTH BEND WATCH CO., cept 42, Sourn Beno, ino. 














magazine page, and then using it 
as the container for a thorough- 
going metaphorical cocktail, it is 
only fair to single him out and 
poke fun at him, if not for his 
own good, then for the benefit of 
others. 

For several months, now—ever 
since a certain newspaper explor- 
er got back, in fact—the South 
Bend Watch Co. has been using 
a picture of an airship as an eye- 
catcher to call attention to 
watches. The bleak winds of the 
Arctic, and the exposed position 
of a man making a dash for the 
North Pole on an airship, are 
made the flavoring for what is 
otherwise a fairly decent talk 
about the care used in making 
these watches and their capacity 
to stand sudden changes of tem- 
perature and severe usage. An- 
other watch company did the 
same thing much better when it 


simply showed a watch frozen in 
a cake of ice. Airships and the 
North Pole, somehow, don’t go 
with watches, and even the fact 
that an explorer chose this watch 
for personal use isn’t good justifi- 
cation for employing such a left- 
handed argument. Straight talk 
about movements would have 
been more in keeping, and quite as 
effective. 

And here‘ s a mixed metaphor 
ad of men’s clothing, put out by 
Ed. V.-Price & Co., the Chicago 
tailors. This concern wanted to 
enforce the great truth that 
clothes made by a tailor are bet- 
ter than ready-mades. So it 
selects steel bridgés as an illus- 
tration, and devotes nearly half 
a magazine page to advertising 
the American Bridge Company: 
‘A river or canyon that is to be bridged is 
first surveyed and measured—then the girders, 
stringers and piers are planned and cut and 
built to fit that river. 

The American Bridge Company doesn’t keep 
a stock of bridges on hand calculated to span 
anything fgom Great Salt Lake to Mud Run. 
It wouldn’t be practical or economical. 

Clothes built for you are made after you 
have been surveyed and measured—not before. 
Your tailor is the consulting engineer, your 
cutter and finisher the subordinates, and after 
the suit is completed it will stand the wear and 
tear of usage—— 


And so forth. 

Somehow, clothes put forward 
on an argument of that sort don’t 
seem to fit in one’s mind’s eye. 
There is something rather large 
and massive about a _bridge, and 
the sudden change from bridge 
to clothes gives one the mental 
picture of a suit cut out after the 
“engineering tailor” has made 
measurements over several square 
miles of territory with a transit- 
compass, and then fastened the 
garments together with rivets. 

Of course, these things may not 
impress everyone alike. 

It might be interesting to the 
man who wrote that advertise- 
ment to learn that the American 
Bridge Company does pretty 
nearly what he declares it does 
not do. Its efficiency in building 
bridges has been developed by 
keeping a large stock of members 
on hand, and after a preliminary 
survey this company is able to 
forward a bridge almost com- 
plete, whatever size or purpose, as 
soon as the plans have been cal- 
culated. If an expert bridge 
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builder sits down to read this ad, 
this will probably mix its meta- 
phor even more sadly for him. 

These strange advertising com- 
binations are quite staple. Some- 
body is always putting them to- 
gether and printing them in cost- 
ly space. Perhaps they are all 
right—the public may really be 
too busy or too dull to see the 
misalliance. But even if such ad- 
vertisements pay they are more or 
less inexcusable, revealing super- 
ficial thought and crude journey- 
work on the part of the copy 
writer in expressing his ideas. 
The good copy men never com- 
mit such sins against metaphor, 
and the really good copy men, 
the XXXxX fellows, usual 
manage their figures, metaphors 
and similes so well that they 
are striking, and _ logical, and 
quite pleasant to look at, and 
think about, and remember. Bon 
Ami’s ‘“Hasn’t scratched yet,” 
with its fluffy chick, is good ad- 
vertising metaphor. White Rock 
Mineral Water’s use of a lily as 
a cup is a good advertising simile, 
The little red devil on Under- 
wood Devilled Ham is an excel- 
lent figure. In fact, the well- 
chosen advertising metaphor is 
something that never wears out— 
the longer an advertiser uses it 
the more forceful and valuable it 
becomes. It is like the fine 
imagery in the great poets, based 
on common sense, true to life, 
and so well mated with the idea 
to be conveyed that it makes that 
idea memorable. It’s all right for 
a Congressman or a Lord to call 
attention to the fact that “the 
steps of the government go hand 
in hand with the interests of the 
manufacturer.” That’s funny. But 
the scrambled advertising meta- 
phor isn’t even humorous, as a 
rule. 


A LARGE ELECTRIC SIGN. 

One of the largest electric signs in 
the world is to be installed at Detroit 
by the Morgan & Wright Company, to 
cost several thousand dollars. 

A thorough study of electric signs 
was made by a special committee of the 
Morgan & Wright. Company _prepara- 
tory to placing their order. ie com- 
mittee visited several cities in which 
were installed some of the largest and 
best electric signs in this country, and 
after carefully making up their minds 
as to the kind of a sign they wanted, 
they requested the various sign com- 
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panies to each make a six-foot letter R 
in their best method of construction, 
and to install it on the roof of their 
new building facing the Detroit river. 
After a careful and exhaustive examin- 
ation of the details of construction of 
the different letters, they were all il- 
luminated at the same time and_ viewed 
from different angles and points by 
the committee at night; they viewed 
them from a distance over a mile from 
the building, afterward taking a_ boat 
and viewing the letters from different 
oints on the river to find out which 
etter had the ae angle effect. 
The same kind of a test was made in 
daylight. 

After much aeliberation the committee 
selected a letter of the concave groove 
method of construction with a _ face 


of one and one-half inches for daylig :t 
This letter was made by ™ 
0 
& 


effect. 
A. & W. Electric Sign Company, 
Cleveland, and is known as the 
W.. groove letter. 

The sign will be 140 feet long and 
thirty feet high and will extend from 
the roof of one building across a span 
of thirty-six feet to the roof of a sec- 
ond building. The name “Morgan & 
Wright” will form the top line in letters 
ten feet high and “Detroit Rubber 
Works” the second line in letters six 
feet high. The face of the letters will 
be gold leafed for day effect and the 
sides painted green, which will make 
an. excellent combination for a day 
sign. The sign will require about 1,400 
lamps.—E£lectrical Review. 


MAIL-ORDER BUSINESS WAIT- 


The lumber and shingle mills, and 
the logging camps of the Northwest 
are a mail-order field that every mer- 
chant who sells by mail should take 
into serious consideration. In Western 
Washington alone there are 410 lum- 
ber miils, 441 shingle mills and over 
300 logging camps. Over 30,000 men 
are employed and the annual pay-roll 
aggregates $20,000,000. 

goodly share of $20,000,000 is 
worth going after. And the merchant 
or manufacturer who will institute an 
aapsvones catalogue campaign in this 
field stands every show of gaining a 
substantial block of trade. 

Anyone unfamiliar with the condi- 
tions existing in this field can scarcely 
realize what they are. In most cases 
the mills or camps are located miles 
from a moderately well-equipped store. 
Everything that is bought must be se- 
cured from small shops where nothing 
but necessaries are kept and these at 
the highest prices. But Uncle Sam 
keeps in touch with all of these men 
no matter how isolated they may be. 
They are always in reach of_ postal 
service of some sort.—White’s Sayings. 

a oe 





“A Protest Against the Fake’ is 
another one of those excellent booklets 
that Hon. F. D. Coburn has a habit of 
getting out to advertise his beloved 
State. It is a protest against the fake 
dispatches that appear in eastern papers 
and carry Kansas date lines, telling 
stories about devastating blizzards, cy- 
clones, etc. Mr. Coburn follows all 
such reports down relentlessly and 
usually proves that they cannot be 
verified.—White’s Class Advertising. 
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NEW YORK’S' SPECIAL 


AGENTS. 
SMITH & THOMPSON. 


The firm of Smith & Thompson 
is composed of William H. 
Smith, Frederick I. Thompson 
and John Budd as_ principals. 
They have a distinctive policy in 
regard to representing only news- 
papers which are willing to prove 


WILLIAM H. SMITH. 


their circulation claims. Some of 
the advertising copy that the firm 
puts out is a good indication of 
the purposes of the organization. 

They say: “Regardless of what 
other newspapers may conclude 
in business judgment, the Known 
Circulation list represents news- 
papers that have no dark press- 
rooms, no closed books, no evas- 
ive circulation statements.” 

And further: “In making up 
your list for advertising, use 
those papers where there are no 
padlocked press-rooms to keep 
you from the truth.” 

And another: “The ‘Known 
Circulation’ seal is a mark of 
fixed purpose—to show the adver- 
tiser what circulation he is buy- 
ing—to prove value—to be hon- 
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est and square—to offer space as 
space should be bought, as a fixed, 
definite, business proposition.” 

A few years ago it became gen- 
erally known that they resigned 
the representation of several 
strong newspapers because those 
newspapers did not . agree with 
such a policy. They are proud of 
the fact, however, that they have 
never lost the representation of a 
single newspaper. 

Messrs, Smith & Thompson are 
in charge of the New York office 
and Mr. Budd is in control at 
Chicago. Among the solicitors 
on their staff are Cornelius F. 


Kelly and Fred P. Motz in New 
York and Harry F. Mosier and 
E. J. Elliott in Chicago. 


A force 


FREDERICK I, THOMPSON, 


of over twenty people is employed 
to handle the business. 

The complete list of newspa- 
pers that the firm represent: 
follows: 

Buffalo, N. Y., Evening News; Memphis, 
Tenn., Commercial A ppeai; Pittsburg, Pa., 
Post; Pittsburg, Pa., Sua; St. Joseph, Mo., 
New. 's-Press; Boston, Mass., vaveler: 
Atlanta, Ga., Georgian News; Binghamton, 
N. Y., Press: Trenton, N. J., Témes; New 
Orleans, La., /tem; Duluth, Minn., News 
Tribune; Norfolk, Va., Ledger-Dispatch, 
Newport News, Va., 7imes-Herald; Colum. 
bia, S. C., State; Little Rock, Ark., Gazette; 
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Pueblo, Colo., 


Chattanooga, Tenn., Mews; 
« : Journal; 


»tar-Journal; Syracuse, N. 


Richmond, Va., Journal; Savannah, Ga., 


ian eg ee ee 


JOHN BUDD. 


Press; Williamsport, Pa., Pennsylvania Grit; 
Utica, N. Y., Saturday Globe; Washington, 
D. C., National Tribune; Elmira, N. Y., 
Telegram. 


“OFT IN THE STILLY NIGHT.” 


“IT used to think the money spent for 
light in show windows from closing 
time till morning was wasted, said a 
Fifth Avenue merchant; “but I have 
changed my mind about it, and now 
keep my windows lighted until 3 a. m. 
every night but Sunday. I took the 
trouble to make some investigations as 
to the value of shop windows before 1 
changed my method. I found that in 
daytime, when the streets are filled, no 
one has time for more than a glance 
at the displays. But at night, and par- 
ticularly late at night, while there are 
fewer people out, they. are not in a 
hurry and many of thom stop to ex- 
amine critically the goods shown. I 
have frequently seen men and women, 
too, who were window shopping before 
my place at night, inside buying the 
things the next day. Many people in 
New York keep themselves posted on 
fashions and on what is to had in 
the stores by ‘window shopping.’ ”’—- 
New York Sun. 


ed, 


“Is HE a busy man_or does he do 
business” is the way M. Campbell, 
advertising manager for the Procter 
and Gamble Company, differentiates 
between two types of men that some 
people class togcther.—Mahin Messen- 
ger. 


Some of my friends 
tell me that summer 
car advertising is no 
good. 


Then the advertisers 
who use the summer 
cars must have made 


awful failures. 


I hope no one will 
tell them about it. 


‘They are acting 
quite cheerful. 


If you want to know 
why they continue and 
increase their car ad- 
vertising each sum- 
mer, write me. 


Tuomas Batmer, 
Advertising Director, 


STREET RAILWAYS 
ADVERTISING CO., 


Flat Iron Building, 
New York. 


We are exclusive selling agents for 
two-thirds of the car space in the. 
United States, Canada, Mexico and 
Brazil. 
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A Roll of Honor 





Neo amount of money cau buy a place in this list for a paper not having the 


requisite qualification. 





Advertisements under this 


from publisners who, accord- 


are d 
ing to the 1906 issue of Rowell’s “American Newspaper Directory. have submitted for 





that edition of tne Directory a 


auly signed and datea, 


also from publishers who for some reason Tailed to obtain a figure rating im the 1906 





Directory, but have since supplied a 
covering a 


ment being avai lable for use in the 1907 issue of the American Newspaper 


described above, 


riod of twelve months prior to the « date orf making the statement, sucn state- 


tory. Cir- 


culation figuresin the ROLL oF Honor of the last named character are marked with an (> ). 


These are generally regarded the gp gmmmaae who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth im Rowell’s American 


Newspaper Directory in the catalo; 
it. No publisher who has 


e description of each publi 


on possessing 


doubt that the absolute accuracy of his circulation 


an 
statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


rag agg 
Birmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising sede in Alabama. 


Montgomery, Journal, dy. Aver. 1906,9,844. 
The afternoon ome newspaper of its city. 


ARIZONA. 
Phoenix. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 

Fort Smith, Times. Evening topeent Sat. pone 

Sunday morning. y average 1906, 4,228 
CALIFORNIA. 

Oakland. Hera Average 1906. 
fornia, dattyetreulan 1907, 2, 2%. ony Cali- 
fornia reulation guaranteed by 

rectory. 


San Francisco. Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905, 1.427; Dec. 1906, 2,500. 


San Francisco. Sunset Magazine, monthly; 
literar, 0 ae pages, 5x8. Average circula- 
December, 1905, 64,- 
Building. 
COLORADO. 

Denver, Post. The trail of the mighty dollar 
leads from the West. Start it your way witha 
Wantadin the Post. Cir. dy. 59,902, Sy.32.980. 
&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONEEUSEOUT. 

oe eport, Evening Post. Sworn dy. av. °06, 
11,268, now over 12.500, oe. Katz, 8. hot. “N. ff 

Meriden, Journal, evening. Actual average 
Sor 1905, T,.5357. 

Meriden. Morning Record and Republican. 
Daily average for 1906. 7.672. 

New Haven, Evening Register,dy. Annual 
sworn aver. for 1906,14.681; Sunday, 11,662. 


New Haven, Palladium. dy. Aver. 1905, 8,636; 
1906,9,549. Hf, Katz, Special Agent. N.¥.’ 


New Haven. Union. Average m5 ne. Ast. 
Sunday 1906, 8,659. E. Katz, Up. Agt., 


New London. Day, ev'g. 
aver. for Feb., 6,886, 


Wis 


GUAR 
TEED 


Aver. 1906, 6,104; 
i Rate Sp. Agent, N. Y. 





Norwalk, Evening Hour. Daily averageguar- 
anteed to ‘exceed 3.100. yw circulation 
statement furnishe d. 
Norwich. Bulletin, morning. Avera 
1905, 5,920; 1906, 6,559: Feb., 1907, 687%. 


Waterbury. Re wine. dy. Aver. for 1905, 
5.643; 1906, 5.95 La Coste & Maxwell. 
DISTRICT OF COLUMBIA. 
Washington. Evening Star, daily and Sun- 
day. Daily average for 196. 85.577 (©©) 
FLORIDA. 


Jacksonville. Bawepele, dy 
9,482. Oct. 1906, 9,407. E. Katz, 


GEORGIA. 
ey or jou, dy. Av. 1905,46.088. Sun- 
day 47.998. Semi-weekly 56.781; aver. 1906, 
datly, SO87, Sun., 53.988; semi-wy., 74.916, 
ILLINOIS. 
Ashley, Gazette. mint vege A 1 1368. morose 
and only proven cir 
Aurora. Daily Beacon. Daily average for 
1905, 42,5803 po § 6,454, . A 
Citizen. Daily average for 1906, 


ae for 


Average 1906, 
8p. Agt., N.Y: 





Oatro, 
1,477 


hitmen y Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co, Average for 1906, 4,017 (@@). 


Chicago, Breeders’ Gazette Gazette. 3 $2.00. Aver 
cire’n 11 months endiny Nov. 28, in FA, 69,667. 


Chicago, Dental Review, monthly. 
average for 1905, 703; for 1906, 4,001. 


Chieago, Examiner. Average 
wey 


9,846 Sunday, 
fee: 000 Daily. 
tees larger ciroulation in 


other morning papers com! 
Has certificate from Association 
of American Advertisers. 
Eenmamon A for “4 funda. fit. 681. 
February. 4 re v, 192,271. 
Absolute pot Dirab lly ci 
ing accorded the Chica; oe Examiner is guaran- 
teed by the publishers of Rowell’s Newspaper 
Directory. 


Chieago, Farm Loans and City Bonds. Lead- 
ing investment paper of the United States. 


Chieago. Inland Printer. Actual average cir- 
culation for 1905, 15.866 (O ©). 


Chieago, Journal Amer. Med. Ass’n, weekly 
Average ’06,46,479. Send for circ. map. 


Actual 
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Ohieago, Record-Herald. Arerage /w5, daily 
146.456, Sunday 204.559. Average 1906, daily 
141.743. Sunday 211.61 
s2-The absolute correctness of the latest 

circulation rating accorded 

the Chicago Record-Heraid 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (OO). 

Joliet, Herald evening, and Sunday morning. 
Average for year 1906, 6,752, 


Peoria, Evening Star. Circulation guaranteed 
more thin 21,000, 


INDIANA. 
Crawfoerdeviile, Journal. Biggest circulation 
in 9tk district. Dy. and wy. averuge, 196, 5,878. 
Evanaville. Journal-News. Ar. for 1906, 16.- 
899. Sundays over 15.000. E, Katz, 8. A..N.Y. 
Indianapolis, Up-to-Date Farming. 1906 av., 
174,584. Now 200.000 4 timesa mo.,75c. a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
ictual net averuge for 1906, 24.612. 
Prineeton, Clarion-News, daily and weekly. 
Daily average 1906, 1,447; weekly, 2,397, 
Riehmond. The Evening Item, daily. Sworn 
average net paid circulation for three months 
ending, Murch 31, 1907, ®,228. Daily average for 
larch, 1% 7. 5,504. A circulation of over 5,000 
guaranteed in all 1907 contracts. Tue Item goes 
r cent of the Rickmond homes. No 


&@™ The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily arerave. 
Feb., 197, 8 622, Absolutely best in South Bend. 


INDIAN TERRITORY. 
Muskogee, Times Democrat. /905, erenaes 
2.881; averuge 1906, 5,514. E. Katz, Agt., N. Y. 
IOWA. 
Burlington, Hawk-Eye, daily. 
8.764. “All paid in advance.” 


Davenport, Catholic ane. 
Actual average for 15, 195, 5.81 31 


A:er, 1906, 
weekly. 


Davenport. Times. Daily Dail ty aver. Mar. 12.792. 
Circulation in City or total guaranteed greater 
than any other paper or no puy Jor space, 


Des Moines. Capital. daily. lames Young, 
+1 ye Sworn average circulation Jor 1906, 
41.751. Circulation, City and State. la 
m Iowa. More advertising of all kinds in 1906 
in 342 issues than any competitur in 365 8. 
Rate five cents a line. flat. 


Des Moines, Kegister and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation sor Feb., dy. 80,851. 


Des Moines. Iowa State Register and Farmer, 
wy. Aver, number copies printed. 1916, $2,123. 


Den Moines, The People’s  stieaad Monthly. 
Actual average for 1905, 182,175 
Sioux (ity. Journal. Daily average for 1906 


scorn, 28,705. Morning, Sunday and Eveniny 
Editions, 
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Sioux Olty. Tribune, Evening. Net sworn 
dey average 1906, 27.170: Feb., 1907, 80,161. 
a can cover Sioux City thoroughly Z “using 

The’ Tribune only. Itis subscribed for by prac- 
tically every family that a newspaper can inter- 
est. Only Lowa paper that has the Guurun- 


teed Star, 
KANSAS. 
Hutchinson, News. Daily 1906, 4.260. Oct., 
196,4.500,. £. Katz, Special Agent, N. Y. 


Lawrenee, World, evening and weekly. Copies 
printed, /9v6, daily, B27; weekly, 8,084. 


Pittaburg, Headlight. dy. and wy. Actual 
average for /906, duily 5,96 2, weekly 8.273. 


KENTUCKY. 


Lexington. Leader. Ar. ’06., evy. 5.157. Sun. 
6.7958; Jun.,’07, 5,856. Sy. 6.891. £. Katz, 8, A. 

Owensboro. ar av., 
ending Jan. 1, 1907, 3.166 


Owenaboro. Daily Messenger. Av. detailed 
sworn cire’n quarter ending Dec. 3/, 1906, 8.420. 


LOUISIANA. 
New Orleans, Item. Arerige Feb , 1907, high 
waiter mark. % gic wr or 1907, 27,84 
average for 1906, 24.6 lass nvewspa 
of known crrewlation. Want’ advertisements 


svecialty. 
MAINE, 


Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual averaye sor 196, 1.271.982. 


six months 


= 


’ 


Auguata, Kennebec _ Journal, dy. 


and wy. 
Average daily, 1906. 7.656, 


Bangor. Commercial. Average for /9v6, daily 


9,695; weekly 28,4 


Lewiaton. Evening Journal, daily. Aver. for 
1905, 7.598 (OO). weecly 17.448(O O). 


ay Maine Woods and Woodsman weekly, 
. Brackett Co. Arerage for 16, 3.077%. 


Portland. Evening Express. Arerage for 19v6,. 
daily 12.806. Sunday Telegram, 8,041, 


MARYLAND. 


Annapolla. U. 8. Naval Institute, Proceedings 
of;q.; copies printed av.yr. end’g Dec. 1906,1,7 62. 


Baltimore, American, daily Average /906, 
Sun., 77,488; d’y, 67.815. No return privilege. 


Baltimore. News, daily. Evening News Pub- 
lishing Company. Average 196, 69.814. For 
“March, 1907. 88.629, 

ute correctness of the 


Newspaper 
pay one iundved doliars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 
Boaton. Christian Endeavor World. A leading 
religious weekly. Actual arerage 1905, 99.491, 


Boateon. Evening Transcript (O@). Boston's 
tea table pauper. Largest amon amountof week day adv. 


K We te te He or 


Boston, Globe. Average 196. daily, 182,956. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


We We te we we tr 
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Boston. Post. Average for 1906, jae 
DalLy Post, 287.848 ; increase of, 3-4 1 per 
day over 1905. Boston SUNDAY Post, 228. “O72: oe 
crease of 8 per Su y Over 1905. 
New England paper to ~ = linotypes. 
New Eng! ee it in the autoplate. 
Has in ‘i its ie big plant the “lecpese and most 
expensive press in the world. Leads a 
newspapers in amount of foreign business 
“The Great Breakfast Table pai 

lana.” Covers Boston and New Engl. 
thoroughly than any other paper. 

cireulation delivered in homes of middle-class, 
well-to-do portion of community. 


ks The ab 


First 


lot. 4 
corr 


of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 

verts its accuracy. 





Every evening ex- 


Gloucester, Daily ‘Times. 
SG. 


cept Sunday. Sworn daily average 1906, 7,2 


Holyoke. Transcript, dail Actual average 
Sor year ending May, 1906, 7, 42 . 


Lynn. a Item. Daily sworn av, per 
, 15,0 m., 1907,av.16,01%. The 

er. Circulation absolutely LS mg 

n quantity or quality by any Lynn 


a Evening News. yspetnt average for year 
ng Dec, 31, 1906, 2.22 


preheoniay Current — 
antees results. Get proposition. 


Alone guar- 
Over 50,000. 


Spetneene. Good | Housekeeping, mo. Aver 
age 1906,209.579. No issue less than 225.000. 
All advertisements guaranteed. 


Worcester. Evening Gazette. Actual sworn 
arerage for 1906. 11,401 copies daily; Jan., 07, 
14,497; Feb., 07, 15.206. Largest evening 
circulation. Worcester's ‘‘Home” paper. Per. 
mission given A. A. A. to examine circulation. 


W oreester. go ye ee > re daily (© ©). 
Paid average for 1906. 4,2 


MICHIGAN. 

Jackson, Citizen-Press. Gives 
yearly averages, not weekly. It’s 
Jackson’s greatest daily. It car- 
ries more rece 3 nee! and has the 
largest net paid circulation. Ke- 
fer to the A. A. A. No secrets. 
January daily average. 7.186, 


Jackeaon, Patriot. Average Feb., 1907, 

7,184: Sunday 7,886, both net paid. 

rified A. %. A. Sworn statements 
tne ay Examination welcomed. 


Courier-Herald, daily, Sunday. 


Wi: 


Saginaw. 
Average 196. 14,397: Feb., 1907, 14.888. 


Saginaw, Evening News, gaily. Average for 
1906, 19.964; Mar., 1907, 20.64 


Tecumseh, Semi-Weekly Herald. 
average Jor 1906,1,1538, 


MINNESOTA. 


Minneupolia. Farmers’ Tribune, twice a-week. 
W. J. Murphy, pub. Aver. Jor 1906, 37,886. 


Minneapolis. Farm, Stock and Home, semi 
Monthly. Actual averuge 1905, 87,187; aver- 


age for 1996, 100,266. 

The lute accuracy of Farm, 
Stock & Home's circulation rating 
is guaranteed he American 
Ne r Di . Ct ts 
practically, co) to the farmers 
of Mt the Di , Western 
Wisconsin and Northern Iowa. Use 
it to reach section most proptably. 


Actual 





a. e avi te 


MI ka Posten. 
Swan J. Turnblad, pub. Fs $2,010 








PRINTERS’ INK, 


Minneapolla. Journal, Daily and Sunday. 
In 1906 ee daily circulation 74.054. Duly 
— reulation for Mar., 1#7, 76,45 
Aver, Sunday ctrowtat on, Mur., 1907, 72.740. 
absolute “accuracy of the 
Pe circulation ratings ts 
A guaranteed by the American News- 
[Ae paper Directory. It reaches a 
AN greater number of the purchasing 
aa classes and gues into more homes 
thai any omer in its field. It 
brings resul 


Minneapolis Tribune. W. 
J. Murphy, pub, Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the ye.r ending December, 
1906, was 81,272. . The daily 
iy hus. Mewes Tribune average per issue for 
paper Diree- the year ending December, 1906, 

tery. was 103,164. 

St. Paul. A. O.U. W. Guide. Average weekly 

circulation for 1905, 22.042. 


Winona. —— Herald, oldest, largest 
and best new: wee innesota outside the 
Twin Citiesand cathe R.O. P. rate 12c. per inch. 


MISSOURI. 


Joplin. Globe, daily. Average 1906, 15.254. 
Jan.. 197,16 281. E. Katz. Special Agent, Me A 


Kanaus City. Journal. Cire’n, 275.000; 
206.3885 fats 70,0 lay and ciassided, 40 
cents s ae, Se Ag A and Sunday-—dis 
play ion Weekly 
wastes tle ae ise. Titerature on request. 


OIROULAT’N 





Kaneas City, Western: Monthly. Reaches prac- 
tically all mail-order and general aavertisers. 


St. Joseph, News and Press. Circulation 
1906, ‘ss, 079. Smith & Thompson, Eust. Reps. 


St. Louis, Courier of Soticten, monthly. 
Actual average for 1905, 9,92 


St. Louisa, Interstate Grocer bas three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000. 


&t. Louis. National Druggist,mo. Henry R. 
Strong, Editor ana Publisher. Average for 1906, 
8.00 Co) ©). Eastern office, 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower, 
monthly. Averaye sor 1906, 104.200, 
MONTANA. 


Missoula, Missoulian. Every morning. Ar- 
erage 12 months ending Dec. 31, 196, 5.107. 


NEBRASKA. 


Lincoln. eyo * ene, Farmer, weekly. 
Average 1906, 147 


Lineoln. Freie Pay weekly. Actual average 
Sor 1905, 150.734, 
NEW HAMPSHIRE. 
Manchester, Union. Av, 1906, 16,758, daily, 
H. Farmer and Weekly Union, 5,550. 


Nashua, Telegraph. The only daily in city. 
Daily average yeur ending Dec., 1906, 4,371. 


NEW JERSEY 

Cumien. Daily Courter. Actual average for 
year ending December 31, 1906, 9.020. 

Eliz vest Journal. Av. 1904. 5,522: 1905, 
6.515; 1906,7.847; December, 1906, 7.910. 

Jersey City. Evening Journal. Arerage for 
1906, 28.005. First three months 1907, 28,966. 

Newark. Eve. News. Net dy. av. for 196%, 
68.022 copies ; net dy. av. for Mar., 1907, 68,680. 

Plainfield, Daily Press. Average 196, 2.971. 
first7 months. 1906,2,. 96%. It’s the leading paper. 


ey Evening Times. ne 1906, 18,- 
237; Junuary, 1907, 20,27 





PRINTERS’ INK. 


NEW YORK. 


Albany. Evening Journal. Daily averaye for 
#6, 16.251. It’s the leadingpuper. 

Batavia, Daily News. Average 1906, 7,227. 
Jan., 197.7474. Nothing like it elsewhere. 

Buffalo, Courier, morn, Av.1906, Sunday pt. 
16s; daily, 53.631; Enquirer, even.. 32. “és 

uffaie, Evening News. Daily average 1905, 
94.6903 for 1906, 94,743. 


Corning, Leader, evening. Arerage 1904, 
6.25383 1905, 6,395; 1906, 6,585; Feb. av., 6, 820. 


us, Argus, evening. Actual daily 
ending Jan. 31,707, 4,075. 


Moont Vernon, A’ 
average for 12 mos. en 


Newburgh. News daily. / daily. Ar. '06,5.477. 3,000 
more than all other Newburgh papers combined, 


New York City. 


Army & Navy Journal. Est.1863. Actual weekly 
average for 1906.9.706 (OO). 


Automobile, ee Average for year ending 
Dec. 25, 1906, 15,212 


Baker’s Review, monthly. W.R ‘ee 4 Co., 
publishers. Actual average for 1pv6, 5.4 


Benziger’s Magaziue, tamily monthly. « Ben- 
siger Proreee Average for 1905, 44.166- for 
1906 es 0 


nay 5 weekly (Theatrical). Frank Queen 
. Ltd. Aver. sor 16, 26.611(OO). 

El Comercio, mo. Spanish export. J. Shepherd 

Clark Co, Average for ‘#6, 8,542—sworn. 


Ice Cream Trade Journal, Fad 150 Nassau St 
Average for 1906, 2,100 copies. 


Jewish Morning Journal. Average for 1906, 
67.698. Only Jewish morning daily. 


Music Trade Review, music trade and art week- 
ly. Averuge Jor 1905, 5.841. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1883 
Actual weekly average for 
1906, 11.708, 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-advance sub- 
scribers. ¥F. M. Lupton. iisher. 


The Tea and Coffee Trade Journal. Avera 
circulation for’ year oo Sept., 196, 6, 481; 
September. 1906. issue. 6 


Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60,000, 

The World. Actual arer. for 1905, Morn,. 805.- 
490, Evening, 871.706. Sunday, "411,074. 


Rochester, Case and Comment, mo., Law. 
Av. for year 1905,30,.000, Guaranteed 26,000. 


Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 196, 15.809, 


sn%, yoga, Fou. Spates. Dy. cir. ct 3 mos. 
. copies. ome new: per oO: racuse 
and the best medium for legitimate advertisers. 


Utlea. National Eaettienl Contractor, mo. 
Average for 1906, 2.625 


Utiea. Press. “.. Otto A. Meyer, publisher. 
Average for 1906, 14,848, 


NORTH CAROLINA. 


Coneord, Twice-a-Week Times. Actual aver- 
age for 1H6, 2.455; 1905, 2,262. 


Raleigh, Times. North Carolina's foremost 
afternoon paper. Actual daily arerage Jan. sat 
to Oct. sat, 1900, 6,551; weeicly, 5,200. 


‘ Winaton-Saiem leads all N.C. towns in mann- 
Wwuring. The Twin-Citv Daily Sentinel leadsall 
inston-Salem papers in circulation and advy. 





*" 
NORTH DAKOTA. 


PR ig: 2 Forka, Normanden. Av. yr. ‘v5, 7,201. 
Aver, Jor year 1906, 3,180. 


OHIO. 
Ashtabula, Amerikan Sanomat, 
Actual average for 1905. 10.766. 


Cleveland, Plain Dealer, Est. 1841. Actual 
daily average 1906, 72.216; Sunday, 383,869: 
Mar., 1907, 71,898 datly; Sun., 39,778. 

Coshocton, Age, Daily ar. ist 6 mos. ’06,8.101; 
in city 10.000; factory pay-rolis $150,000 monthly. 


Finnish, 


Coshocton, Times, daily. Actual average for 
1906, 2,128, 
Dayton, Laborers’ Journal, mo. Circulates 
gute in U.S. and Canada; 5c. agate line, flat 
e. AV. for 196,112,816 copies. Sole exclu- 
sively Union Laborers’ paper published. 


Dayton,The Watchword. Illus. bn, People’s 

_— Av, 106, 87.971. 15c. per agate line. , 
field, Farm and Fireside, over 4 cen- 

urs pees Nat. agricult’! paper. Cir.485, 000. 


®< pringfield. Woman’s Home Companion. 
Circulation. 600.000; 150,000 above guar- 
antee. Executive offices, N.Y. City. 


Youngstown. Vindicator. vs i av.'06. 18.740; 
Sy. 10,001: LaCoste & Muxwell, N.Y. & Chicago. 


Zaneaville. Times-Recorder. Ar, 1906, 11.- 
126. Guar’d. Leadsall others combined by 50%. 


OKLAHOMA. 
Oklahoma City. The Oklahoman. 1906 aver., 
18.918;Jan., 1907,17,826. E. Katz, Agent, N.Y. 
OREGON. 


Portland, Evening Telegram. Largest exclu- 
sive circulation of any newspaper in Oregon. 


Portland, Pacific Northwest, mo. 1905 average 
18,588. Leading farm vaperin Stute. 
PENNSYLVANIA. 


Erie. Times, daily. arer. for 1906, jt: 110; 
Jan., 1907, 17.759. EF. _E. Katz, Sp. Ag., N. 


, Telegraph. S Sworn ar. Feb., 14,- 
‘paid cireulat'n nin B’b’g or no pay. 


Harrisbu 
449. Largesi 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for eaci day in 
the month of Feworuary, 1907: 


orm sore 


oeonneo 





te pt 


Total for 24 days, 6,438,200 copies, 
NET AVERAGE FOR FEBRUARY: 


268,258 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, free and returned copies 
have been omitted. 

WILLIAM L. McLEAN, Publisher, 

Philadelphia, March 4, 1907. 
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Philadelphia, Confectioners’ Journal. mo. 


Av. 1905,5,470; 1906, 5,514 (OO). 


Philadeiphia. Farm Journal, 
monthly. Wilmer Atkinson Com- 
pany, a. Average for 

6 gy = Ink 


wer, among ali those 
in tne United States, 
“has pronounced the one 
oe seeearens tts purpose as 
an 
for the agrecnizuret popuila- 
“tion, and as an effective and 
“economical medium Xaet com- 
“municating with them 
“through its aavertising columns.” “Unlike any 
other paper.” 





Philadelphia, German Daily Gazette. Aver. 
circulation, 1906, daily 52,922: Sunday, awe. 
sworn statement. Circulat tion books open 


Philadel hia. The Merchants’ Guide, Thad 
lished weekly. “‘The paper that gets resul 


Ebiiadeiphie. The Press is 
Philadelphia’s Great Home = 
UA bape 
ot ‘ ® 
TEEO ost desirable distinctions for 
— newspaper. Sworn average 
rculation uf the daily Press for 

1906, 100,548; the Santeg Press, 137,863 


Philadelphia, West Phila. Bulletin, weekly. 
Circulation 5.000. James L. Waidin, publisher. 

Pittsburg. The Usieod Presbyterian. Weekly 
circulation 1905, 21,36 


Seranton. Truth. Sworn circulation for 1906. 
14,126 copies daily, with a steady increase. 
News, 


i 
efor 


verage. 
In tis “sath year. 
nty 


Weat Cheater. 
daily. W.H.H 
1905, 15.297. 


ts a home 


In las er Cow 
and vicinity “" tts tia field. Devoted 
4 Dag 


Chester po is second 
in the ‘State in agricultural wealth. 


Willlamaport. Grit. America’s Greatest 
Family Newspaper. Average 1906, 280.180. 
Smith & Thompson, Reps..New Yori and Chicago. 


¥ gee. Dispatch and Daily. Average for 1906, 


17.76 
RHODE ISLAND. 
Pawtucket, Evening Times. Aver. circulation 
Sor 196, 17%.118 (sworn). 
Providence, Daily Journal. 18,.051°(@0), 
Sunday, 21,840. \©@). Evening Bulletin &6,« 
620 averaye ‘#6. Providence journai Co., pubs. 


Providence, Real Estate Register; finance, 
b’ld g, etc.: 2,528;sub's pay 244% of total city tax. 


Providence. Tribune. Morning 10,341; 
Evening $1,118; Sunday. 16,320. Mosi 
progressive paper inthe field. 
Wesaterly.Sun. Geo. H. Utter, pub. Aver. 1996, 
4.627. Largest circulation in Southern R. 1. 
SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver- 
age for 1906,4.474. December, 1906, 4.755. 


Columbia, State, 
age Jor 1906, daily (O©), 11.227 


Actual aver- 


copies; semi-weekly, 2,625; Sun- 
day (OO), 1906, 12.228. 


Spartanburg. Herald. Actual daily average 
Sor 196.2 Ise. December. 16, 2,250, 





PRINTERS’ INK. 


TENNESSEE. 
Chattanooga, News. Arer. 3 
mos, ending Dec. 31, 1906, 14,707. 
vay Mewes ee gh ‘paper permit- 
ng by 
Assoc. Am. ‘Advertisers, Carries 
in 6 days than morn- 
days. Greatest Want 
edium. Guarantees largest 





more = 
ing par pape 
circulation or no pay. 


gy oy Journal and Trib- 

une. average year endiny 

Decem ber 31, 1906.13.692. Daily 

aver. last 3 months 196, 15.247, 
of _— 


rdedt 
Star. The leader in this field. 


Knoxville, Sentinel. Average Jan., 1907, 

12.007. Carries tne bulk of advertising coming 
to Knoxville. 

Memphis, Commercial Appeal, daily, Sunday, 
weekly. average daily 38.927; Sunday 
58.286; weerly, 80.540. Smith & Thompswi, 
Rep resentativ es, N. Y. & Chicago. 


Memphis, Times, Sunday Circulation year 
ending 2. 1906, 2.940. 


Nashville, Banner. daily. Aver. for vear 19°6, 
$1,455; Jan. 1907, 88.383; Feb. 1907, 8F,27 1 


TEXAS. 


Beaumont, Texas, Enterprise. Average 190, 
5,437; present output oven 10,000 guaranteed. 


El Paso, Herald. Feb. ar., 7,181. Merchants’ 
canvass: “Herald in 80% of all E, P. homes.” 


VERMONT. 


Barre. Times, daily. F. E. Langley. Aver.195, 
3.527; 1906,4,.118, 


8.400. La Free Press. Daily average for 
1906, 8.459. ~ vy? euy and State circuli- 
tion of American 
Advertisers. 


Rutland. Herald. Arerage 1904, %,527. 
erage 1905, 4,286. Average 1906, 4, 637. 





Ar- 


St. Albans, Messenger, daily. Actual averave 
Sor 1905,8,051; for 1206, 8.5358 copies per issue 


VIRGINIA. 


anne. The Bee. Av. 1906, 2.867. February, 
2,549. Largest cir’n. Only eve’g puper. 


of tre. News Leader. Leader. Sworn dy. av. 1906, 
8.117. Largest in Virginias and Carolinas. 


pow Mount, Franklin Chronicle, wy. A”. 
706, 1,610; March, 'v7, 1,920 weekly. Home print. 


WASHINGTON. 


Seattle, Pow. Invelligencer (00). 
7, net—Sun- 


UA 
nd ® 
TEED 
highest quality, 
test results. 
Seattle. The Daily and Sunday 
Times led all newspapers on the 
Pacific Coast north ofl s Angeles 
in amount of advertising printed 
—T 5 its nearest 
rival by over 178,000 inches display 
and 300,000 lines of classified 
That tells the story of results. 
Average circulation in 1906 was 42,172 duil”. 
56,794 Sunday. “9 rages Le for January, £07. 
were —Daily 44,91 591. You get 
the best quality’ and’ largest. quaanity of circula 
tion ectly blended when you buy space in 
the 'thmes, the biggest a gl success of the 
last decade on the Pacific Cos Cous' 


Tacomn, (edger. “Average 1906, daily,16,05%: 
Sunday 21,798. 

Tacoma, News. Average 1906,16,109; Sal- 
urday, 17,610, 





argest 


Trib- 


oming 


inday, 
undiay 
Lpsen, 


} year 


@ 1995, 
nteed, 


hants’ 
3? 


Pr. 1905, 


je Jor 
reuli- 
rican 


Ar- 


yeraue 
issue 


"uary, 
per. 


. Ar 
print. 


(OO). 
—Sun- 
ATS; 
m’n'¢ 
nteed 
nue 
nm im 
ality, 


Inday 
mn the 
eles 
inted 
~arest 
splay 


ts 
daily, 
407. 
0 get 
reula 
ee in 
t the 


05% 


; Sat- 
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WEST VIRGINIA. 


Parkersburg, Sentinel. daily. R. E. Hornor, 
pub. Average for 1906, 2,640, 


Renceverte, W. Va. News, wy. Wm. B. Blake 
& Son, pubs. Aver. 1906, 2,220, 


WISCONSIN. 


Janeaville, Gazette. d’ly and s.-w’y. Circ'n— 
average 1906, daily 3,811; semi-weekly 2,688, 

Madison, State Journal. dy. Average 1906, 
8,602; for Jan. and Feb., 1907, 4,609. 


Milwaukee Evening Wisconsin, d’y. Av. 1905, 
26.648; average 1906, 28.480 ( (©). 


Dailg an, 7,289. The J 
id circulation in F mg cit; ply 
s larger than the total paid circu- 
lation of any other Milwaukee pa- 
per, mdrning, evening or Sunday. 


ah. Northwestern. daily. Average for 
8.099. 


Racine. Wis., Estab. 1877. 
Actual weekly averaye for year 
exnded Feb, 28, 1907, 51,126. 
Larger circulation in Wiscon- 
sin than any other . Adr. 
$3.50 an inch. N. Mfice, Tem- 
ple Ct. W.C. Richarason, Mgr. 


WYOMING. 
Cheyeune, Tribune. Actual daily average net 
for 16, 5,126; 8semi-weekly, 5,598. 





BRITISH COLUMBIA. 
Vancouver. Province. daily, Arerag 
1906, 10,161; Feb.. 177,12.978. H. Eatloces. 
U.S. Repr., Chicago and New York. 


Pay ~~! Colonist, daily. Colonist P.& P. 
ee r 1906, 4,592 ; Jan., 1907, 4,986. 
o 8, Rep., H. C. Fisher, New 


MANITOBA CAN. 
Winnipeg. Free Press, daily and weekly. <Av- 
erage for 1906. daily, 84.559: daily Feb., 1907, 
87.180; wy. av. for ‘mo. of Feb., 26,700, 


Winnipeg, Der Nordwesten. ‘Canada’s Ger- 
man newsp’r, Av. 196,16,.177. Rates 66c. inch. 

Winnipeg. Telegram. Duily aver. February, 
28,100. Weekly average, 20,000, Fiat rate. 


NOVA SCOTIA, CAN. 


Halifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15,558. Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly. Arerage for 1905, 6,088. 


Toronto, Canadian —-. monthly. Average 
Areulation Sor 1906, 4,540, 


PR ng raage The News. Daily average circula- 
ion for the month of February, 1907, Fit 210. 
Siedehinn rate é6c. per inch, flat. 


QUEBEC, CAN. 
Montreal, La . La Presse Pub. Co. 
Lta., publishers. -ictual areraye 1905. daily 
96,771 ; 1906, 100,087; weekly, 49,992. 


Montreal, The Daily Star and 

The Family *Herald and Weekly 
A Star have nearly 200,000 subser' i 
alow ers, representing 1.000,000 readers 
AN —one-fiftn Canada’s my my 
TEEO Av, cir, of the Daily Star for 1906 
60,954 copies daiiy; the Weekly 
Star, 128,452 copies e«ch issue. 








©O) GOLD MARK PAPERS@®©) 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (@@). 





WASHINGTON, D. Cc. 


THE EVENING AND SUNDAY STAR (OO). 
Reaches 90% of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Aver. 1905, Daily 
84,590 (OQ), Sunday 4%, 731. Wy, 04,107,925. 
AUGUSTA CHRONICLE (@@). Only morning 
paper; 1905 average 043, 


ILLINOIS. 

GRAIN DEALERS’ JOURNAT, ( 
Prints more cias’fi’d ade than all othe 4 ‘inte line, 

THE INLAND PRINTER, pleog. (©). Act- 
ual average circulation for 1905, 15,866, 

y CARERS’ HELPER (@ ©), Chicago, ouly “Gold 

Mark” journal for baxers. Oldest, beat known. 

TKIDUNE (@ ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUOKY. 
LOUISVILLE COURIER-JOURNAL (@©). 
Best paper in city ; read read by best people. 
MASSACHUSETTS. 
Boston, Am. Wool and Cotton Reporter. Rec- 


ognized organ of the cotton and woolen indus- 
tries of America (@@). 





BOSTON EVENING TRANSCRIPT (@©). estab- 
lished 1830. The only gold im gold mark daily in Boston 
TEXTILE WORLD RECOR RECORD (©0), Boston, 


p mee at home and abroad as tne pos 
erican textile journal. 


WORCESTER L’OPINION PUBLIQUE {9@ is 
the leading French daily of New Engian 


MINNESOTA, 


NORTHWESTERN MILLER 


< ) Minneapolis, Minn; $3 per year. Covers 
milling and flour trade all over the — The 
only “Gold Mark” milling journal ( 


NEW YORK. 


BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 


NEW YORK TIMES (©©). Largest gold-mark 
sales in New York. nant ° 


THE POST EXPRESS (@@). Rochester, N. Y. 
Best advertising medium tn this section. 


ENGINEERING NEWS (@6).— A eal 
nal of character and standing.—Times, N. Y. 
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ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, infiuence and prestige. 


SCIENTIFIC femme ono {o ©) has the largest 
cir on of an paper in tue worid. 


VOGUE (OO) carried more advertising in 1906 
than any other magazine, ¥ weekly or monthly. 


ELECTRICAL. REVIEW (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 


HARDWARE DEALERS’ MAGAZINE. 
In 1906, average issue, 20,791 (OO.) 
D. T. MALLETT, Pub.. 253 Kroadway, N. Y. 


NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE =. daily and Sun- 
day. Established 1841. ME ery ten nt clean 
and up-to-date newspaper, whose readers gor - 
sent inteilect and purchasing power toa hbigh- 
grade advertiser. 


ELECTRICAL WORLD (@©). Established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
of American Advertisers. Average weekly cir- 
culation first six months of 1906 was 18,865. 


PENNSYLVANIA. 


CARRIAGE MONTHLY (© ©), Phila. Technical 
journal; 40 years; leading vehicle magazine. 


THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on tae Roll of Honor and 
has the (juarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
100,548; The Sunday Press, 137,863. 








PRINTERS’ INK. 





THE PITTSBURG 
©@ DISPATCH ‘oe 


The newspaper that judicious ad Me age 
always seiect first to cover the . pro- 
ductive. Pittsburg fleid. «nly ‘two-rent 
morning paper assuring a pres 
protitabie to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 











RHODE ISLAND. 


PROVIDENCE JOURNAL(©6), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


THE STATE (©©), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA. 


THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 


THE POST INTEL at ao R Q®. | 
morning paper in Seattle 
paper read and respected ‘by a ‘aan 


oy 
A 


WISOUNBIN, 

THE MILWAUKEE EVENING WISCONSIN 
(©©). the only gold mark daily in Wisconsin. 
Leas than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE HALIFAX AFRALD (© 


) har the EVEN- 
ING MAIL. Circulation 15.558, rate. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





CULOKRADYO., 
‘P.HE Denver Post, Sunday edition. March 
10, 1907, contained 6,023 different classified ads, 
a total of 127 columns. The PosT is the 
Want medium of the Rocky Mountuin region. 
The rate for Wantadvertising in the Post is 5c. 
per line eacb insertion, seven words tothe line. 


CONNECTICUT. 
ERIDEN, Conn.. MORNING KECORD; Old es- 
tablished family newspaper; covers field 
60,000 high-class pop.; leading ant Ad paper. 
Classitiea rate, cent a word; 7 times,5 centsa 
word. Agents ‘Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
A HE EVENING and SunpDay STAR. Washington, 
D.C. (@ ©). carries DOUBLE the number of 
WansT Abs of any other paper. Rate lc. a word. 


GEORGIA. 
LASSIFIED advertisements in the PrREss, of 
Sav: .Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 


ILLINOIS. 
PHE DAILY NEWS is Chicago’s “Want ad” 
Directo: 





T= Champaign NEws is the leading Want ad 
medium of Centra! Eastern llinois. 


fh TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA. 

T=: INDIANAPOLIS NEWS prints every day 

ry week, every month and every year. 
more “paid classified (want) advertisements than 
all the other inseasae* papers combined. The 
total number it printed 906 was 315,300. an 
average of over 1,000 e day, which is 126,929 
more than all the ‘other. in ther Indianapolis papers had. 


STAR LEADS DS IN INDIANA. 


ring Feb., 07, the INDIANAPOLIS STAR gained 
i f columns over Feb , 06—the STAR’s nearest 
competitor lost 7.5 columns—the Star carried 
33.75 more columns than its nearest Semavetitos. 
The INDIANAPOLIS STAR has passed the | 
circulation mark. Rates, 6c. per line. 


r/ EERE HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 


INDIAN TERRITORY. 


RDMOREITE, Ardmore, Ind.Ter. Sworn cit 
culation second in State. Popular rates. 








PRINTERS’ INK. 


IOWA. 

bi Des Moines CAPITAL guarantees the lar- 
circulation 
Want columns give spiendid re- 
turns always. ‘the rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 

& week; Saturday the big day. 
ye Des Moines REGISTER AND LEADER; only 
mornivg paper; carries more ‘‘want’’ ad- 
po rg than any other iowa newspaper. One 

cent a word, 


KANSAS. 


PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 


T= Topeka CAPITAL in 1906 gained 39,960 
paid “Wants” over 1905, and carried 15,933 
more tban all other Topeka dailies combined; 5c. 
ne. Only Sunday paper. Largest circulation. 


MAINE. 
‘HE Evenine Express carries more Want ads 
than all other Portiand dailies compined. 


MARYLAND. 
ae Baltimore News carries more Want Ade 
than any other Baitimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASBACHUSET TS. 
NHE Boston EVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘They 
expect te find all good places listed in its adver- 
tising columns. 


Tf BOSTON GLOBE, daily and Sunday, for 


e year 1906, printed a total of 444,757 paid 
“want” ads. There was again of 17,530 over the 


year 1905, and was 201,569 more than any other 
Boston paper carried for the year 1906. 


We ve ve We We Yr 


WORDS, 5 days, 2% cents DatLy ENTER- 
PRISE, Brockton, Mass. Circulation, 10,000 


MINNESOTA, 
THE MINNEAPOLIS TRIBUNK is the recognized 
Want ad medium of Minneapolis, 


‘THE Minneapolis Daily and Sunday JOURNAL 

carries more classitied advertising than any 
other Minneapolis mewapenet: o free Wants 
and no Clairvoyant nor objectionable medical 
advertisements printed. Classified Wants printed 
in March, 192, lines. Individual advertise- 
ments, 26,979. 


CIRO'LAT’N pe MinneaPoLis TRIBUNE is 

the oldest Minneapolis daily 

and has over 100,000 subscribers. 

It publishes over 80 columns of 

Want advertisements every week 

at full price (average of two 

pages a day); no free ads; price 

covers both morniug and even- 

by Am. Newa- ing issues. Rate, 10 cents per 
puper Di’tory line, Daily or Sunday. 


MISSOURI. 
HE Joplin Grose carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic. 


NEW JERSEY. 
HE Newark EVENING News is the recognized 
Want-ad Medium of New Jersey. 


EWARK, N. J, FRE ZEITUNG (Daily and 
4N Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORE. 


HE EAGLE has no rivals in Brooklyn’s 
classified business. 


LBANY EVENING JOURNAL. astern N. Y.’s 
best paper for Wants and classified ads. 
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N.Y. Great- 


AILY ARGUS. Mount Vernon. 
inW b County. 


est Want ad 





N EWBURGH DAILY NEWS, recognized leader 
tom in prosperous Hudson Valley. Circulation, 


BoREALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo and the 
presen Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly. The rec- 
ognized and leaaing Wantad medium for 
want ad meuiums. mail order articles, advertis- 
ing oovelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything whicn 
interests and appeais to advertisers and ousi- 
ness men, Classified aavertisements, 20 cents 
a line per issue flat, six words to a line, 


ATERTOWN DalILy STANDARD. (iuaran- 
teed daily average 1906, 7,000. Cent awora. 
OHO. 
OUNGSTOWN VinpicaToR—Leading “Want” 
medium. Ic. per wora. Largest circulation. 
OKLAHOMA. 


pnt OKLAHOMAN, Okla. City, 17,826. Publishes 
more Wants than avy 7 Vkla. competitors 


PENNSYLVANIA. 


Tae Chester, Pa.. TIMES carries from two to 
five times more ciassified ads than any 
Greatest circulation, 


RHODE ISLAND. 


‘i EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 


other paper. 


HE EVENING TRIBUNE, Providence, R. [,, lar- 
gest paid circulation in the State. * 


SOUTH CAROLINA. 
‘THE NEWS AND COURIER (©O), Charle:ton, 
8.C. Great Southern Want ad medium; Ic. 
a word; minimum rate 26c, 
pea Columbia STATE (QO) carries 
yy more Want ads than any other 
South Carolina newspaper. 
WASHINGTON. 
‘THE Post-INTELLIGENCER (OO), Seattle, 
Wash., is the leading “Classifie 
Ad” medium of the Pacific N } 
d to ° Want ads be- 
cause every ad is a genuine “want,” hence 
greatest results to advertisers. Nearly 40 col- 
umns a day was the average for February. 1907; 


26 departments; 360 separate classifications, 
Write for sample copy. 


CANADA. 
A PRESSE, Montreal. Largest daily circula- 
tion in Canada without exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than avy newspaper in Montreal. 


ui HE DatLy TELKGRAPH, St. Jobn, N. B., is the 
- want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum cnarge 25 sents. 


‘(HE Montreal DaILy STAR carries more Want 
advertisements than ail other Montreal 
dailies combinea. The F, 


‘AMILY HERALD AND 
WEEKLY STAR carries more Want advertisemeuts 
than any other weekly paper in Canada. 


T= Winnipeg FrrE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertiseinents 
of this nature than are contained inal) the other 
daily papers published in Western Canada 
combined. 
+o 
Wuen an Englishman has written 
on his wares for sale the word 
“genuine,” they ~~ be taken as indu- 
bitably authentic. erhaps you have to 
pay dearly, but you will never have 
en deceived.—Paris Matin. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


t= Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be Pea 
down tor one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars Thy py Being pees | oteree- 
type p! itis always possible to supply 
numbers, if wanted in lots of 500 or more, but in 
a —_ cases the charge will be five doliars a 
uni lo 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 

For specified sition selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last my A is repeated 

fails to come to hand one week 
in advance o of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space id for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

ae appearing as reading matter is in- 


se ¥ 
All advertisements must be handed in one 
week in advance. 
OFFICE: NO. 10 SPRUCE ST. 


Telephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 








New York, April 10, 1907. 








Do not expect to get immediate 
results every time from an adver- 
tisement. Some publicity appeals 
require a period of “incubation.” 


IN a stress of violent and un- 
comfortable weather, people need 
a great stimulus to draw them 
out. If there is no advertising 
alluring enough to tempt them 
out, it will still pay to entertain 
them by it at their homes, 


A BILL has been introduced in 
the legislature of the State of 
Washington for an appropriation 
of $150,000 a year for the pur- 


pose of advertising the State. It 
is proposed that the money be 
raised by a special tax in each 
county. 


ADVERTISING serves to introduce 
solicitor to customer. If your 
young man calls upon a man de- 
sired as a patron, and finds that 
the latter knows of your goods 
through your advertising, he 
stands a far better chance than he 
would if the advertising had 
never been seen. 


PRINTERS’ INK. 


ADVERTISING paid long before 
the present intricate systems of 
keying were even dreamed otf. 


THIS announcement for the 
Little Hotel Wilmot, Philadel- 
phia, is an excellent specimen of 
the unusual advertising put out 
by that hostelry: 


THE LITTLE HOTEL 
PHILADELPHI 


The first man who slept in the Hotel 
was a New Yorker; he now “has the 
habit.” The second was an extraor- 
dinarily cranky man from Boston; we 
cured him. Ben Greet’s Shakespeare 
internreters abide here, whenever they 
delight and entertain Philadelphia. The 
late great marine painter, dear old W. 
T. Richards, always had his particular 
room. The Hon. Wm. J. Bryan is at 
home in the little Hotel, whenever in 
Philadelphia. That genial roycrofter 
Elbert Hubbard wouldn’t even think of 
going anywhere else. On the arrival 
pages you can see such names as Wood- 
row ilson, the great educator, H. 
Bush Brown of sculptor .fame, W. W. 
Jacobs, the clever illustrator, and many 
professional men who are known every- 
where. We are small enough to be 
partouter. It is not a commercial 
ouse in any sense of the word. 


THE RYERSON W. JENNINGS CO. 


WILMOT, 
A. 


—— literary 
circles, says the 
In London. correspondent of 
the New York Times book re- 
view, are distinctly flabbergasted 
by the spread-eagle advertising 
which Thomas W. Lawson has 
done in London for his novel, 
“Friday the Thirteenth.” | This 
campaign has been carried on in 
three rings, with an_ elevated 
stage. The British public has 
been deeply shocked by Mr. Law- 
son’s offer to give $5,000 apiece to 
the daily and weekly papers which 
publish the two best reviews of 
the book. Scandalized persons 
say this is the most barefaced bid 
for public notice ever made, and 
declare that never in the history 
of literature has been such an 
open and unblushing attempt to 
purchase reviewers. “Lawson, it 
need hardly be said,” remarks one 
of these persons, “is an Ameri- 
can. It is a good thing million- 
aire authors are not common on 
this side of the Atlantic.” Ap- 
parently it is. supposed that mil- 
lionaire authors, who offer to buy 
reviews at $5,000 each, are to be 
met with on every street corner 
in America, 


Lawson 
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THe New York Evening Post, 
having been quietly transferring 
its equipment for several weeks, 
is now installed in its new home 
on Vesey street, overlooking 
Saint Paul’s churchyard, 


James M. Pierce, the Des 
Moines publisher, is gratifying his 
taste for the sea this month with 
a voyage to Honolulu. He will 
return about May Ist, prepared to 
devote a large. measure of atten- 
tion to his publications. 


M. C. Watson, the New York 
newspaper representative located 
at 256 Broadway, has added the 
Danville, IIl., ge ig to his 
list. In the West, A. W. Allen, 
Tribune Building, Chicago, will 
represent the paper. The Demo- 
crat is a morning paper, and 
Rowell’s American Newspaper 
Directory shows that it has the 
largest morning circulation in Dan- 
ville. A new advertising rate will 
go into effect May first. 


At the news-stands in southern 
tourists’ hotels the New York 
Herald is most in evidence. The 
Sun stands second, but not a close 
second; then come the American, 
World and Times in about equal 
numbers. The Telegraph, too, 
seems to be well represented. It 
is not often that one sees a copy 
of the Tribune. All sell at a uni- 
form price of five cents for the 
week-day and ten cents for the 
Sunday issues. No southern pa- 
per is sold for less than a nickle 
on trains or at hotels. 


at least 


New York City has S 
one barber who advertises intelli- 


This an- 


gently in daily papers. n 
lately in 


nouncement appeared 
special position: 
MARTIRE—BARBER. 


I have been twenty years on Broad- 
way and am now completing,-at an ex- 
pense of $30,000, opposite the Metro- 
politan Opera House, the finest, most 
complete and sanitary Barber Shop in 
the world. 

I will employ twenty barbers and 
twelve manicurists. You will not be 
compelled to wait for service. I will 
charge 20c. for complete service, in- 
cluding shave, shine and brushing; dif- 
ferent boys for boot cleaning and 
brushing. “You will not be held up for 
be = By by barber or brush boy. Open all 
night 
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Tue Frank Presbrey Co. is 
placing the advertising of The 
History Association, 225 Fourth 
Avenue, New York. 


THE Columbia, S. C., State is- 
sues a guarantee that. it prints 
more copies regularly than any 
newspaper in North or South 
Carolina, Florida or Georgia, ex- 
cepting only the Atlanta papers. 


CuHartes H. Eppy, the New York 
special representative, has added 
the Lewiston, Maine, Journal to 
his list of papers. The Journal 
is accorded the so-called Gold 
Marks by Rowell’s American 
Newspaper Directory, and _per- 
sons in a position to know often 
state that it is the leading paper 
in the State of Maine. Mr. 
Eddy’s list is made up of news- 
papers of an exceptionally high 
class, — 


The newspaper 
The Special without a special 
Agent. 


representative is 
like a factory without a selling 
agent in the buying center. 

Every factory manufacturing a 
line of goods for which there is 
any demand at all will receive 
some business if the prices are 
low. Every newspaper will re- 
ceive some advertising under the 
same conditions. 

But the factory or the news- 
paper represented by ‘an active, 
intelligent selling agent in the 
buying center can almost  invari- 
ably gain a large increase in busi- 
ness, enough to pay a handsome 
profit after remunerating the sell- 
ing agent. 

A special can hold a list of 
newspaper publishers _ satisfied 
year after year only by good hard 
work—by showing profit on his 
services to the papers. There are 
a few of that kind and a horde 
of the others. Select the right 
one and you are not likely to re- 
gret it. Get “stung” by the 
wrong kind and you will be as 
sore on the special agency pro- 
position as some advertisers are 
on the advertising agency or ad- 
vertising manager, because they 
didn’t pick the right man. 
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THE Decatur, Ill., Herald sends 
out a folder that is full of infor- 
mation for an advertiser. It 
shows that the Herald has in- 
creased its circulation over ninety- 
one percent since F. S. Dodd be- 
came business manager on July 1, 
1904. At present it is stated that 
the paper prints in excess of 
10,600 daily. 


On Saturday, 
Almost March 23, the 
a Page. Watertown, N. 
Y., Standard printed nearly a full 
page of classified advertising, 
which is very creditable for a 
circulation of 7,000 in a town of 
less than 30,000 inhabitants. The 
Standard is the recognized Want- 
Ad medium of northern New 
York. 


A YEAR ago the New Zealand 
government was interested in ad- 
vertising plans laid before it by 
the Tobey Advertising Agency, 
Chicago, and entered on a cam- 
paign in this country to attract 
settlers and industries. Results 
from the first appropriation have 
been so good that a second has 
now been made. Steamers reach 
New Zealand from this country 
every three weeks, and _ each 
brings forth 1,000 to 1,800 inquir- 
ies for literature, prices of land, 
etc. New South Wales has also 
made an appropriation, and the 
Tobey agency expects to add a 
third foreign government as a 
client next winter. 


“Srock cuts” is a phrase that 
brings to mind a miscellaneous 
assortment of passé electrotypes, 
dug out of the dust somewhere 
and offered for the use of adver- 


tisers who will use anything so it’s 


an illustration. The latest cata- 
logue of stock cuts from the Her- 
rick Press, Fine Arts Building, 
Chicago, however, shows that the 
moderate-cost cut need not be an 
antique. This book shows several 
hundred up-to-date designs, made 
for two-color printing or use as 
black alone, and the designs are 
all copyrighted. It is not too ex- 
travagant to say that any adver- 
tiser could employ some of these, 
if not in periodical advertising, 
then in mail novelties. 


PRINTERS’ INK. 


ARailroad’s Charles S. Young, 
who is in charge 


Advertising. of the advertis- 
ing of the Chicago, Milwaukee & 
St. Paul railroad; had this to say 
recently in an interview that ap- 
peared in the Milwaukee Jour- 
nal; 

“In the four years that I have been 
with the company its newspaper adver- 
tising has grown from ten per cent to 
seventy per cent. That ought to satis- 
fy anyone as to our ideas on the ‘value 
of the newspapers. 

“We have cut out all this novelty ad- 
——— that was indulged in so heay- 
ily for a time by advertisers generally. 
No more clocks, inkstands and that sort 
of thing for us. We now confine our 
efforts to a few distinct forms of ad- 
vertising, principally newspapers, maga- 
ines and our own booklets. 

“As a result the Milwaukee road is 
working up one of the largest corre- 
spondence bureaus maintained by any 
railroad in the United States. We are 
getting as many as 500 inquiries a day 
regarding business opportunities, prob- 
able town sites, etc., ‘along the exten- 
sion we are making to the Pacific coast, 
and regarding land in the Dakotas.” 


A Clothing A. booklet from 
A i Will Phillip 
d Service. Hooper, 59 Fiith 
Avenue, New York, describes the 
service of daily illustrated adver- 
tisements for clothiers which Mr. 
Hooper has conducted for the 
past eight years. For fifteen years 
he made the illustrations for the 
Rogers, Peet & Co. ads, as well 
as suggested the advertisements. 
Demand from retailers elsewhere 
led to the founding of a supple- 
mentary service, and this in time 
grew to a point where it became 
the main work. It is sent out 
monthly, and the ads, designed to 
be printed chiefly as_ single-col- 
umn daily talks, follow seasons, 
holidays and goods very closely. 
Mr. Hooper’s service is a person- 
al one, as he writes all the copy 
and makes the drawings himseli 
but he is assisted by a consulta- 
tion board made up of the fol- 
lowing ¢lothiers who use the ser- 
vice: 

Frank M. ~ & Company, Port- 
land, Maine; J. Hudson Company, 
Buffalo; Son, Grand Rapids, 
Mich.; "Mr. May & of Wells & Coverly, 
af07, Wr ¥.¢ ine Upson, Singleton 
Co., Waterbury, Conn.; When Clothing 
Company, Indianapolis; Smith & W it 
cox, Austin, Texas; F. W. Wentworth 
Co., Bedford, Mass.; Albert 
Elkus, Sacramento, Cal.; a1. Berry 
& Co., Richmond, Va. 


New 
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Tue Naval Stores Review of 
Savannah, Ga., worthily repre- 
sents the trade to which it caters. 
Its publisher states that all ad- 
vertising carried is paid for in 


cash, and that one rate obtains K 


for everybody. 


H. N. Ke toc, business mana- 
ger of the New York Tribune, 
has been appointed commissioner 
of labor of the American News- 
paper Publishers’ 
succeed Frederick Driscoll, whose 
death occurred at Chicago re- 
cently. 


SmitH, Gray & Co. well 
known advertising clothiers o 
New York City, threw open their 
new store at Broadway and War- 
ren street on March 28, thus ad- 
ding another shop to what has 
become a_ recognized downtown 
clothing center. The company 
has another store at Broadway 
and 31st street, and two stores in 
Brooklyn. It owns its newest 


building outright, and the upper 
floors constitute one of the best 
office structures fronting the City 


Hall. 


Death of William RG a 

ter, head of the 
W. A. Procter. soapy touse of 
Procter & Gamble, Cincinnati, 
committed suicide at his home 
near that city March 28 by shoot- 
ing. Since the death of his wife 
four years ago he had suffered 
from melancholia. The business 
of Procter & Gamble was found- 
ed by his father, and the son took 
a position therein in 1851, after 
leaving college. In the half cen- 
tury since then it has grown into 
the gigantic plant at Ivorydale, 
near Cincinnati. Mr. Procter was 
known as the “minister’s friend,” 
and helped young men gain an 
education for the ministry. Sev- 
eral years ago charitable institu- 
tions in and about Cincinnati re- 
ceived many large checks signed 
“Sunshine.” Many tried to find 
out the name of the donor, but 
were unsuccessful until a bank 
clerk told a friend it was Mr. 
Procter. The story was publish- 
ed dnd the checks were discon- 
tinued, 
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In the Munsey table showing 
circulation-cost, published by 
Printers’ INK. March 20 (page 
30) the World To-Day, of Chi- 
cago, was omitted. According to 
. W. Johnson, advertising 
manager of that magazine, it 
would stand twenty-eighth in the 
list, having a claimed circulation 
of 100,000, a page rate of $112.50, 
and a cost per page per thousand 
copies of $1.12. 


BAEDECKER’s guide-book, so in- 
dispensable in Europe, is rarely 
thought of by the American tour- 
ist in his own land; yet even 
there it supplies the information 
most needed in the most conven- 
ient and accessible manner. The 
hotels are excellent in the order 
of their mention; the best are 
named first; anything marked 
with a star can be relied upon to 
be excellent to a degree that is 
unusual; and who misses seeing 
what is distinguished by two 
asterisks might as well have staid 
at home. The reliability of the 
information given, the absolute 
good faith and good sense of it 
all are actually marvelous. 


As a consequence 
Robt. C. Ogden of illness, brought 
Retires, on by overwork, 
Robert C, Ogden, the head of the 
New York Wanamaker store, an- 
nounced his retirement March 30. 
Mr. Ogden is seventy years old, 
and has been unable to attend to 
business the past few months. He 
was born in Philadelphia in 1836, 
of Dutch ancestry, his father being 
a wool merchant in that city, and 
began life as an errand boy in a 
hardware store at $1.50 a week. 
At fourteen he was a dry-goods 
clerk, and at seventeen came to 
New York, entering the employ 
of Devlin & Co., clothiers, event- 
ually rising to a place as partner. 
His connection with John Wana- 
maker began in 1879, when he 
returned to Philadelphia, and in 
1885 he became Mr. Wana- 
maker’s partner. When the old 
A. T. Stewart store was pur- 
chased in 1896 Mr. Ogden be- 
came the active head of the New 
York business. Apart from busi- 
ness he has been interested in re- 
ligious and educational work. 
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Tue Boot and Shoe Recorder, 
Boston, which was_ twenty-five 
years old on April 1, celebrated 
its silver anniversary by moving 
into its new building at 179 South 
street. 


Tue Raleigh, N. C., Evening 
Times now has a full leased-wire 
service, which will give it more 
telegraphic news, it is. stated, than 
is received by any other North 
Carolina paper. 

SwwNEyY Woop, for a number of 
years active in the magazine field, 
died April 1st at his home in 
Brooklyn. He joined his brother, 
kichard, when the latter went 
with the Harmsworth Self Edu- 
cator Magazine, and previously 
had a list of physical culture and 
health magazines. 


Miss A. C. Wil- 
After Nineteen sn, Sond of te 
Years. book-keeping and 
accounting department of Brill 
Brothers’ Cortlandt street store, 
relinquished her position last 
month. She was the first em- 
ployee of Brill Brothers, having 
been engaged as cashier the year 
they began business. In the pres- 
ence of the many employees of 
the four Brill stores, Samuel Brill 
expressed to Miss Wilson the 
firm’s regret at losing her and 
presented her witha Tiffany chain 
purse containing a_ substantial 
sum in gold. 


“EVENING BULLETIN,” OF 
PROVIDENCE, NOW IN 
THE STAR GALAXY, 


UA 
GUAR 
TEED 


The Providence, R. I., Evening 
Bulletin made application for the 
Star Guarantee of Rowell’s 
American Newspaper Directory 
on April 4, and on the same day 
the Guarantee Certificate was is- 
sued. A reproduction of the cer- 
tificate appears on another page 
of this issue of Printers’ INK, 
The detailed report of the Bulle. 
tin for 1906 shows an average of 
36,620 copies printed daily. 
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THe Farm Journal, of Phila- 
delphia, never had an advertising 
solicitor. 


The _ - following 
Jacking letter can  un- 


Us Up. doubtedly be read 
to advantage by many business 
men of the United States whose 
foreign mail matter is often sent 
out with insufficient postage at- 
tached. Assuredly, a _ business 
proposition received by mail will 
be shown greater consideration 
if it is not loaded down with ex- 
cess postage charges. That is 
human nature. And such charges 
are wholly unnecessary, providing 
due care is exercised in mailing. 
The matter is important enough 
to warrant an investigation in any 
office which sends out quantities 
of foreign mail: 

Lonpon, March 13, 1907. 
Editor of Printers’ INK: 

Recently we wrote to a certain num- 
ber of the leading weekly and daily 
papers in the United States asking them 
to send us their advertising rates, and, 
in particular, their charges for resort 
and hotel advertising. y this morn- 
se Fong there were tendered at our 
office four letters from American papers, 
surtaxed respectively, 10 cents, 10 
cents, 10 cents, and 6 cents; and as 
this surtaxing, through insufficient pre- 
payment on your side, has become quite 
a serious charge, we decided to refuse 
all four letters. 

We do not exaggerate when we say 
that at least one out of every three 
letters we receive from the United 
States is more or less heavily  sur- 
charged on account of _ insufficient 
franking on your side. We don’t know 
whether the same pertains to commer- 
cial houses, but we must say that the 
postal clerks or office boys in the offices 
of the American newspapers seem to 
think that the United tates is the 
whole world, and stamps that are_suff- 
cient to carry a letter in the United 
States ought to suffice to carry it any- 
where! 

The postman who delivers our letters 
tells us that on every mail from the 
United States there are an enormous 
number of surcharges to be collected; 
and perhaps if you will kindly publish 
this note in your next issue, it may 
be the means of putting some check on 
what has become little short of a nuis- 
ance, and is certainly a great hindrance 
to business. 

We may add that we shall be glad 
to receive from leading American pub- 
lications, which are adapted for high- 
class resort and hotel advertising, their 
advertising tariffs with full particulars 
of concessions allowed to us as adver- 
tising agents. 

Yours truly, 

Govtp & Portmans, Ltp., 

F. A. Gould, Managing Director. 
(Founded in 1859 as Brown, Gould & 
Company.) 
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MAIL-ORDER ADVERTISING IN 
MEXICO. 


Apartado 2172. Mexico, D. F. 
City or Mexico, Mar. 26, 1907. 
Editor of Printers’ INK: 

We are receiving numerous inquiries 
from American concerns who want to 
get into this market, They are gen- 
erally similar in tenor and we ask that 
you give publicity to the following in 
which we have attempted to cover the 
whole ground. 

What about the Mexican? Does he 
demand long credit? Does he general- 
ly pay? Does he advertise er nee etc, 

The Mexican people, individually and 
collectively, are simply human. They 
have no shining characteristics to dis- 
tinguish them from other pore. Small 
peculiarities, such as the ‘manana 
habit” and their exaggerated courtesy, 
are amusing, but do not enter into the 
question of commerce. For the rest, 
the Mexican merchant is to be a 
proached and handled exactly like any 
other—in the manner which your study 
of human nature has taught you. 

He is apt to ask for long credit on 
short acquaintance. That is because he 
has received it during the past two 
generations from the Germans, who 
were the first wholesalers in the field, 
who taught him the ways of commerce, 
who launched and carried him. 

Does the Mexican merchant pay? 
Here again we face a generality. There 
are men, knaves and fools in business 
here. The first class succeed generall:y 
and meet their obligations; the two 
latter hold on for a longer time than 
would be possible in a less prosperous 
and wealthy country. There is little 
more to be said of the Mexican mer- 
chant. He is honest as the world goes, 
optimistic, generally thrifty, but sel- 
dom, I must add, heroic in_ distress. 
He is not a good advertiser, though he 
does not balk at a small steady expense 
for that purpose. 

About the pran service in Mexico: 
This is equal in everything, except 
speed, to that of the United States, 
and is superior to it in security. Rates 
of postage are higher on rst-class 
matter, equal on second, and cheaper 
on third and fourth classes, 

Custom-house regulations seem to be 
a “Bogie” with many concerns. There 
need be no difficulty if one goes in- 
telligently ~bout making a shipment to 
Mexico. Any consular agent will di- 
rect you how to make an invoice for 
custom-house purposes. Care should be 
taken to follow his directions exactly. 
Don’t ys | to deceive him as to the 
nature o peo goods in the hope of 
getting a lower rating. The penalty 
for this is the higher rate multiplied 
by 3. That is, if the rate should be 
$1 per kilo and you declare at less, 
you pay $3, or rather the consignee 
Pays it and gets it back from whom he 
may, 
caine , Janguage difficulty is another 

Bogie. If you line requires corre- 
spondence to make sales you must have 
it done by a man who knows Spanish. 

you are just getting into the mar- 
ket, get a man for an hour or two a 
day to handle your letters. Get a 
Cuban or a Mexican. Much of the lit- 
erature we get is evidently written by 


high-school boys who have graduated in 
Spanish. Such literature is interesting 
as an earnest effort, but it does not 
make business. 

There are hundreds of American 
houses who spend their good money 
on ads in the various Spanish journals, 
published in the States, and, who on 
receiving inquiries, send English cata- 
logues. Isn’t it illogical? If you want 
to get in the game in earnest print 
your catalogue in Spanish. It need not 
cost much. Down here we do not ex- 
pect gorgeous books with embossed 
covers. We are not collecting speci- 
mens of high art in printing, but we 
want to be able to read the text under 
the illustration—and the terms. Have 
your catalogue printed here if there 
are difficulties in your way up there. 
Here translation is cheap as also is 
poete-enareving and electrotyping. 

rinting is about the same as in the 
States. Paper generally is higher. 
With your catalogue send an order 
blank “and a return envelope. This 
will save you or your translator the 
trouble of wading through a letter and 
generally avoid writing a letter back. 

It is surprising that more of the 
mail-order enterprises now flourishing 
in the States do not reach out for 
Mexico. Our people take to them read- 
ily. __ Commodities, household — goods, 
novelties, patent medicines and_ toilet 
articles are lines which will sell fast. 
Every argument in favor of a _ mail- 
order business up there holds good here 
and in a still greater degree. 

You can sell your line here if you 
go after the business earncstly. Pike 
along if you have not got the blue 
chips—but pike intelligently, and if 
your goods are, even approximately, as 
represented you will succeed in Mexico, 

Francis J. Acosta, 
Manager El Cosmopolita. 
rr 


CHURCH AD IN PAY EN- 
VELOPES. 


In the weekly pay envelopes distri- 
buted to workers throughout the office 
buildings in the neighborhood of Dr. 
Parkhurst’s Madison Square Church, 
New York, according to the Circle, 
there was recently enclosed this invi- 
tation: ‘‘A fifteen minutes’ service will 
for a time he held in the auditorium 
of the Madison Square Church | five 
days in the week, Monday to Friday, 
at 12.10 0o’clock, closing promptly at 
12.25 o'clock. The organ will be played 
for ten minutes before the commencement 
of the service. Everything connected 
with these noon gatherings will be of 
the simplest and most informal kind; 
and as disposition may incline and as 
frequently ao. apeeey may permit, 
we hope you will accept our kindly in- 
vitation to be present.” 


—_——+9)——_—__— 


THE STRAGGLER. 
There’s the man behind the gun 
Who thus his country serves, 
The man behind the throttle 
Keen eyed with iron nerves; 
But the man who’s most behind 
The one who never climbs, 
Is he who will not advertise 
The man “Behind the Times.” 
—G. H. Kerr. 
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THE LEFT-HANDED AD- 
WRITER. 


In a recent real estate liner, 
offering a moderate-price suburban 
home in Connecticut, the adver- 
tiser gave a good description of 
the old Colonial house, the brook 
and spring, the orchard and gar- 
den. Then he wound up with 

Commutation only $100 a year. 


Now, this was not. alone the 
most unfavorable way in which to 
present that subject of commuta- 
tion fare, but one that very likely 
put it before readers in an en- 
tirely new light. A hundred dol- 
Jars a year will pay the rent of 
a decent house in many commun- 
ities, and is one-half or one-third 
the rent of a fairish sort of flat 
in New York. ‘Thousands of 
commuters actually pay | that 
much annually for transportation. 
But they pay it in monthly in- 
stallments, and the aggregate for 
a year never worries them. A 
hundred dollars a year is less than 
eighteen cents fare for a ride of 
about an hour’s duration on a 
fast express. It is really cheap 


when presented in that light. But 


this advertiser was evidently a 
left-handed ‘copy-writer, and it 
was instinctive with him to put 
his item of transportation in the 
most expensive way. 

The left-handed advertising 
writer is more plentiful than is 
commonly thought. It is he, for 
instance, who in advertising a 
savings bank insists upon reduc- 
ing interest to its lowest factor 
with the familiar phrase, “Three 
per cent on deposits,” and makes 
the proposition more unattractive 
by stipulating that deposits must 
be left a year. The logical way 
to advertise interest is in masses, 
showing that money doubles in 
twenty years at three and a half 
per cent. Another way is on the 
news basis—deposits made before 
the tenth of the month draw in- 
terest from the first. 

If the left-handed adwriter 
were exploiting subscription 
books, he’d unquestionably let out 
the great secret of the subscrip- 
tion book business—that the mag- 
nificent set now being offered toa 
few select subscribers really cost 
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as much as a. piano. The book 
advertiser, of course, whoops it 
up about improving one’s mind, 
and giving the children advan- 
tages, and emphasizes the remark- 
able fact that this set costs only 
$2 a month, with Jollier’s Maga- 
sine thrown in. If the left-handed 
adwriter were selling a piano, he 
would plump the entire cost of 
the instrument, with interest, in- 
surance, tuning, etc. right at the 
reader in one grand total. It is 
only the far-sighted piano agent 
who, in stating what- the instru- 
ment is worth, puts the two addi- 
tional ciphers onto the sum 
($500.00), and in quoting the rate 
ot monthly payments takes them 
off ($5), or shaves an imaginary 
dollar from the payment by a 
two cent reduction ($4.98). 
The liar in figures is a danger- 
ous individual. But the left-hand- 
ed adwriter who insists on tell- 
ing the truth in figures, and tell- 
ing it all in a lump, is much more 
so. He takes upon himself a 
function that the reading public 
seldom takes—that of showing 
how much things cost by the year. 
You can install a telephone for a 
man on the claim that it costs 
only ten cents a day, and he will 
use it contentedly for five years 
and never find that it really comes 
to a month’s rent every year. You 
can keep an electric current cus- 
tomer quite happy by persistent- 
ly directing his mind on the low 
cost per kilowatt-hour, whereas if 
anyone told him how much he 
were paying a year he'd stop the 
service. The left-handed  ad- 
writer tells unnecessary truths. 
When he opens his mouth he 
puts his foot in it. When he fig- 
ures, he reaches totals that people 
never figure out for themselves, 
and really don’t care to know. 
—__ +o 


Farm and Fireside now has 
over 450,000 paid subscribers, al- 
though the rate is based on 400,- 
ooo. The increase is attributed to 
the many improvements made in 
the paper by the new Crowell 
Publishing Company. 


Otis H. Kean has secured the 
Bausch & Lomb Optical Company 
advertising for the coming year. 
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WHAT IS THE BASIS? 


As advertising increases in vol- 
ume, and newspapers and maga- 
zines multiply and increase in cir- 
culation, the advertiser becomes 
more and more interested in rates 
and the increased cost of space. 
This question is one of growing 
importance to the publisher, too, 
for as mediums multiply and cost 
of space goes up, it becomes ap- 
parent that competition is keener. 
The advertiser's money is more 
difficult to get, and costs more to 
secure through solicitation. 

These conditions open upa field 
of thought that is almost virgin. 

What is the real basis of the 
rate for advertising space? 

The magazine men charge a 
dollar a page per thousand cir- 
culation. Newspaper circulation 
is cheaper. Billboards and street 
cars are cheaper still, reckoned in 
the charge for a definite amount 
of display service, and accepting 
the rather loose circulation com- 
parisons by which cars and boards 
are estimated. 

But what is the basis for any 
of these mediums? Is it founded 
on manufacturing cost in the case 
of newspapers and magazines? Is 
it regulated by cost of leases and 
maintenance in the cars and on 
the boards? Publishers regulate 
their charges by the number of 
readers reached, and the other 
sacdiums on a basis of population 
or passengers carried. But is the 
fundamental basis of adver- 
tising rates fixed on bed_ rock 
anywhere ? It is admitted that 
the advertiser pays a propor- 
tion of the cost of that part 
of the magazine that contains the 
reading matter. When a monthly 
magazine contains 200 pages of 
advertising and 124 pages of text, 
however, doesn’t it seem as 
though the advertiser were pay- 
ing for too much of it? Ought 
he not to inquire into the act- 
ual cost of manufacture and dis- 
tribution of both his own section 
and that of the reader, and de- 
mand that the latter pay more for 
his share? 

This is a question that might 
very profitably be discussed to- 
day, not only for the advertiser’s 
benefit, but for the publisher’s. 
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pi ont ney is a staple necessity 

business, and the only question 
involved is how to get money to 
invest in plenty of it. The heavy 
cost of space bears on business 
houses that are advertising, and 
probably keeps many others out 
of the field 

The agent was once the clear- 
ing-house through which publish- 
ers received their advertising pat- 
ronage, and upon whom fell most 
of the cost of promotion and soli- 
citation. But in the past ten 
years publishers of both maga- 
zines and newspapers have stead- 
ily increased their own cost of 
solicitation, while the agent is 
busy trying to give the highest 
service for his commission. It 
has been predicted that when the 
agent’s commission is done away 
with, rates will fall. Each ad- 
vertiser then will be in a position 
to discount, in his own case, the 
heavy cost of soliciting other 
advertisers’ business, and by pay- 
ing a flat rate for space, plus a 
fee for service to his agent, will 
be as near the actual bottom of 
the rate situation as it is possible 
for him to get. But he would 
still not know what advertising 
space cost the publisher, or 
whether the profit upon it was 
fair. Rates may be grounded on 
manufacturing cost. But there are 
better reasons for assuming that 
they are fixed according to what 
the traffic will bear. They may- 
be entirely just. But little infor- 
mation has yet been given to 
demonstrate this. It is a point 
that will undoubtedly come up, in 
the near future, for considerable 
discussion, for advertising space 
is now a staple, and must follow 
the laws of staple commodities. 


‘Ainslee’s Magazine announces 
that the prize of $50 offered for the 
best motto to combat the substi- 
tution evil has been won by J. M. 


Campbell of Cincinnati. The 
motto he submitted is ‘No, thank 
you, I want what I asked for. 
Good bye.” Mr. Campbell is a 
subscriber of PRINTERS’ INK. 
Ainslee’s Magazine has expended 
$5,000 in conducting the compe- 
tition. The motto selected will 
appear at the foot of each adver- 
tising page. 
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THE GOLD MARKS. 
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New York City, Mar. 30, 1907. 
Editor of Rowell’s American Newspaper 
Directory: 

We believe our publication, Bakers’ 
Review, is entitled to the honor of en- 
tering the “Gold Mark” class, and beg 
herewith to outline briefly a few facts 
for your consideration in this connec- 
tion. 

The Bakers’ Review has just com- 
pleted its ninth year. After its fourth 
year of a fairly successful existence 
under the management of Mr. Emil 
Braun, it was purchased by the present 
owners, the Wm. R. Gregory Co. At 
that time it had a total average month- 
ly issue of 1,500 copies; a trifle over 
1,000 copies going to subscribers. The 
present circulation is 5,700 copies, 
which has been maintained during the 
past four months. We enclose herewith 
a detailed statement of the monthly av- 
erage circulation for the years 1902 to 
1906 inclusive, showing subscription 
circulation for the years 1904, 1905 and 
1906. 

During the years 1902 and 1903 the 
majority of new subscriptions were se- 
cured through the personal solicitation 
of canvassers. Since this, however, no 
canvassers have been employed, sub- 
scribers being secured through letters, 
circulars and unsolicited orders. 

Excepting about 100 copies monthly 
sent to new concerns, etc., sample cop- 
ies are never sent out except on re- 
quest. The total circulation is well dis- 
tributed throughout the United States 
and Canada. with a limited foreign cir- 
culation. Evidence of the quality of 
this circulation is shown largely by the 
editorial character of the paper and the 
kind of advertisers represented. The 
great mass of advertisements carried 
are calculated to interest only the 
larger and most progressive class of 
bakers, as shown by the vast amount of 
modern machinery and other expensive 
accessories found only in modern and 
up-to-date _ bakeries. The _advertise- 
ments of the Dutchess Tool Co., for 
instance, which appear regularly cover- 
ing from one to six pages every issue, 
are devoted to machines costing from 
$900 to $3,000 each, which exceeds the 
total value of the average small bakery. 
Numerous other advertisements of a 
similar character appear regularly. 

In 1902 when the present company 
became owners of the Bakers’ Review 
the amount of advertising carried was 
32 pages. The average number of 
pages of advertising for 1906 was 70% 
pages. 

As an indication that the circulation of 
Bakers’ Review is general and not sec- 
tional our advertising pages show sixty- 
eight advertisers located west of Buf- 
falo and Pittsburg, seventy-two adver- 
tisers east of same and seven with fac- 
tories and distributing houses both East 
and West. 

While we would prefer not to make 
comparisons we take it as necessarv in 
strenethening our claim for the “Gold 
Mark.” 

In July, 1902, four months after this 


company was organized and. came into 
possession of Bakers’ Review, an anony- 
mous circular was mailed from Chicago 
quoting circulation of the three ex- 
clusive bakers’ publications and gave 
the following figures taken from the 
American Newspaper Directory: 
Bakers’ Helper, Chicago, 1901, 3,892 
copies monthly. . 
ational Baker, Philadelphia, 1901, 
2,118 copies monthly. 
Bakers’ Review, New York, “JKL.” 
The attached sheet “A” shows the 
growth by years, together with the sub- 
scription circulation of the Bakers’ 
Review for the three years ending De- 
cember, 1906. Our lave are abso- 


lutely true and can be verified. 
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“REVIEW” 
Average Average 
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1902 
*March to Dec. 

1903 

1904 


3,200 
45433 
4,900 
1905 5,008 4,100 
1906 51433 4,017 
Subscriptions to “REVIEW.” 

1902 ig 

March Issue not exceeding 1,000 
1903 No record 
1904 3,706 
1905 

1906 

*The time when the 
ment secured control o 


4,175 
4,100 


resent manage- 
the Review. 





Regarding quality of both advertis- 
ing and text matter, we render you late 
copies of the three publications men- 
tioned for comparison. <A careful ex- 
amination we believe will convince you 
that in point of general typographical 
appearance, in both editorial and ad- 
vertising sections, the Bakers’ Revicw 
outstrips all of its competitors, In_ this 
connection particular attention is called 
to the character of advertising displays 
and “make up” indicating the service 
rendered advertisers. Likewise especial 
comparison of the editorial pages are 
invited. Examine any department, such 
as ‘Breadmaking,” ‘“‘Recipes,” techni- 
cal articles, ctc., and compare with 
other papers, and it will be seen that in 
point of comprehensive treatment and 
eneral detail the articles in Bakers’ 

eview are both thorough and com- 
plete. It will also be noted that the 
Bakers’ Review contains many promi- 
nent departments not found in any of 
the other publications. 

Still further evidence of the quality 
of the paper as a whole may be gained 
from the character of many of the larg- 
est advertisers many of which do not 
advertise in any other bakers’ paper. 
For instance two advertisers of na- 
tional repute, the Pillsbury Washburn 
Flour Mills Co. and the Washburn 
Crosby :Co., generally credited as care- 
ful and discriminating advertisers, have 
selected the Bakers’ Review as an ex- 
clusive medium for their advertising in 
the bakery field for several years past. 
Other advertisers of known repute are 
also the three next largest mills in 
Minneapolis, four out of six of the 
largest mills in Minnesota outside of 
Minneapolis; J. B. A. Kern & Sons, 
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Daisy Roller Mills, the two largest 
mills in Milwaukee and Wisconsin; 
Star & Crescent Milling Co., the larg- 
est mill in Illinois; Kehlor Bros. Co., 
the largest millers in the Southwest; 
Kansas Milling & Export Co., August 
J. Bulte Milling Co., two largest mills 
in Kansas; Acme Milling Co., the larg- 
est mill in Indiana; National Milling 
Co. the largest mill in Ohio; Geo. 
Urban Milling Co, and Thornton & 
Chester Milling Co., the largest mills 
in Buffalo. . 

Over forty per cent of the advertis- 
ers in Bakers’ Review have been con- 
tinuous for four years past. Over fifty 
per cent for three Yi past, and the 
majority have used increased space 
over original contract. 

Free access will be cheerfully given 
to our books to verify all statements 
contained herein and any additional in- 
formation furnished if desired. 

All of which is respectfully submitted. 

Very truly, 
Wo. R. Grecory Co., 
W. R. Gregory, Pres. 


Notz.—In the Fall of 1902 the 
Bakers’ Helper changed its yearly sub- 
scription price from $1 to $2 a year, 
which might, to some extent, account 
for its’ lack of growth. On or about 
last September they reduced the price 
to $1 a year, at which figure it stands 
at the present time. 

The editor of Rowell’s Ameri- 
can Newspaper Directory ex- 
pressed himself a good deal im- 
pressed with the above letter, 
particularly with the statement 
concerning the papers standing 
with advertisers of such national 
repute as the Pillsbury-Washburn 
Flour Mills, etc., and said, before 
dismissing the subject, that if the 
Bakers’ Review should be able to 
make as strong a claim a year 
from now, he believed he would 
be inclined to grant its request. 

Concerning the rule which has 
governed the so-called Gold 
Marks, he said it was in effect: 
Go very slow about according 
them and just as slow, or even 
slower, about removing them 
when once accorded. 

——__$<49)— 

ONE OF MANY. 
LovisviILLE, Ky., Mar. 20, 1907. 
Editor of Printers’ INK: 

We cannot do without 
Schoolmaster. 

Very truly yours, 
P. Pause & Co., 
Fred. W. Lyons, Mgr. 


the Little 


STARTLING NEWS FROM 
LONDON. 


Signs of the 
leading authorit 
its branches, 
(London.) 


Times is America’s 
on advertising in all 
rogressive Advertising 
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IS THIS THE ANSWER? 

Kansas City, Mo., Mar. 28, 1907. 
Editor of Printers’ INk: 

PRINTERS’ INK, comparing _ the 
amount of space used by local and b 
foreign (general) advertisers in the 
Kansas City newspapers, notes that 
the general advertiser's share in 
the Star and the Times totals is com- 
paratively small and asks: “What is 
the answer?” 

The answer is easy: The local ad- 
vertiser knows where his returns come 
from. He cannot exist unless he does 
know and act upon the knowledge. 

The ng advertiser, accustomed 
to indulge in the extravagance of low- 
— advertising in a_ rich-return 
eld, or of covering a part of the Kan- 
sas City territory in one medium and 
all of it in another, may study the 
habits of the local advertiser and find 
the results profitable, for the Kansas 
City field is valuable enough to 
worth the special attention of anybody 
with anything to sell. If he took pains 
to learn the sjmple lesson that the local 
merchant has learned, his anion | 
would no longer be less than 1-7 0 
the total in the Star, or only 1-5 of 
the total in the Times. Nor would it 
continue to be nearly % of the total 
in any other Kansas City newspaper. 

When the general advertiser shows as 
much judgment in placing his advertis- 
ing as he now shows genius in de- 
signing it, he will have discovered a 
new source of supply for bank balances, 

Tue Kansas City “Star,” 
Aug. F. Seested, Manager. 


——__+o>—__—_ 


ANOTHER a SUBSCRIB- 


Dwicut, IIl., Mar. 27, 1907. 
Editor of Printers’ INK: 

The most remarkable case of the 
“Oldest Subscriber” that has ever come 
to my notice was published in The 
Youth’s Companion, Oct. 23, 1902, and 
is as follows: 

“It costs only three and one-half 
cents a week to be a member of The 
Youth’s Companion’s great family read- 
ing circle, which numbers more perma- 
nent readers than any other weekly 
periodical reading circle in the world. 

“We here show a picture of Mr. R. 
W. Peabody, of Chicago, who is ninety- 
two years of age, and who has been a 
member of the Companion reading cir- 
cle continuously for seventy-six years. 
While at our office a few months since 
he consented to sit for a photograph. 
We show him reading from the first 
volume of the Companion, the pages 
of which he read when a bes seventy- 
six years ago.” Yours truly, 

A. R. GoopsPEED. 
accel Dicer 


HIGHLY VALUED. 


: New York, Mar. 28, 1907. 
Editor of Printers’ INK: 

If the price of your Little School- 
master was a dollar a copy I would 
still buy it regularly and consider it 
2 bargain at the price, as from its 
pages I have gotten ideas for my com- 
pany’s catalogues which have brought 
us in thousands of dollars. 

am, truly yours, 
. B. Norwatk, 
Pres. 35% Automobile Co, 
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ON BEING RADICAL. 


Two advertising solicitors were 
discussing the conditions of their 
weird profession the other day, 
with lowered voices, and _ their 
talk ran chiefly on the obtuseness 
of the advertiser. A_ pleasant 
topic. Only nine advertisers in 
every hundred, they said, used 
judgment in placing _ business. 
The rest either followed the 
crowd in buying space in the big, 
best-known magazines (these 
were magazine solicitors), or per- 
mitted eloquent solicitors for un- 
known mediums to carry away 
their appropriations. Few ever 
looked into advertising value 
from the standpoint of circula- 
tion, the quality of, the publica- 
tion, class of people reached, etc. 

What these _ solicitors said, 
however, was not so important as 
their belief in its incendiary na- 
ture. You wouldn’t dare say such 
things in print, they thought. It 
would unsettle industry and bring 
on a national panic. 

This is quite a common belief 
in business. Every advertiser, 
every business man, feels that he 
has, buried in his bosom, in his 
product, in his experience, con- 
clusions and information so radi- 
cal that it is only safe to talk 
about them in private, and in 
whispers. If any of this secret 
doctrine ever got into print it 
would upset the country. 

Thoreau said that he could not 
exaggerate enough even to lay 
the foundation of a true expres- 
sion—his chief fear. was that he 
would not be extravagant enough 
to speak beyond the narrow limits 
of his daily experience. 

The advertiser who trims his 
policy by what he thinks the pub- 
lic will approve, and who is for- 
ever afraid that he will say some- 
thing radical, or startling, is the 
man who contents himself with a 
plain business card for copy. 
When he makes an extended an- 
nouncement to the public it reads 
like a tract. Its sentences are so 





guarded that they lack even in- 
formation, and his style so oily 
that the reader at no point feels 
himself close to the advertiser, or 
admitted to his confidence. 
Radical 
sincere, piquant, readable. 


advertising is always 
More- 
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over, there is nothing more diffi- 
cult to write. The man who 
wants to be really radical will 
find it a matter of surprise, when 
he finally makes up his mind to 


speak out without fear, to learn 


how difficult it is to say anything 
startling enough to upset readers. 

If radicalism is foolish, like that 
of Mr. Lawson, it carries its own 
antidote—people laugh and dis- 
count it. If based on truth, and 
soberly expressed, they take it for 
rare and useful doctrine, not be- 
cause it is revolutionary, but bo- 
cause it is honest. 

Our friends, the solicitors, 
could have denounced the adver- 
tiser openly in a trade journal, 
and called him a short-sighted ass 
for his methods of placing busi- 
ness. Would the advertiser have 
read in anger? Would he have 
retaliated upon them personally? 
Not in a hundred years! First, 
such radicalism would only have 
confirmed things he had thought 
himself. Then, its honesty would 
have convinced him that solici- 
tors who talked like that were 
fellows -who really knew some- 
thing. Last, if their manifesto 
had contained pointed allusions 
as to the particular sort of ass 
he was, he would have enjoyed 
them hugely, not as applied to 
himself, but as a keen analysis of 
the short-sightedness of other ad- 
vertisers. 

Most business men think that 
radicalism in advertising is the 
easiest of sins. As a matter of 
fact, it is the element of greatest 
difficulty to embody therein. Most 
advertisers consider it something 
to be rigidly avoided. But it is, 
on the other hand, an excellent 
quality to cultivate. A dash of it 
is found in all good copy. Get out 
of the daily grind. 


————t oo 

ADVERTISING PERCENTAGE. 

I am told that the average expendi- 
ture of a large New York store 
amounts to about 3% to 4 per cent of 
its gross business) When you_ think 
of a store doing a business of from 
twelve to fifteen million dollars a year, 
you can readily see that a very large 
sum of money goes into advertising. 
In some stores there is a frequent 
tendency to regard this as a_ waste, 
and. looked at from one point of view, 
it might seem. to be so; t, of course, 
if you could do a business in a tent in- 
stead of in a costly store you would 
save "ined C, Seitz, of New 





York Wor 
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FREE a re stnvien = ELEC- 


The BI ‘auie Light & Power 
Company, New York City, gives retail 
merchants free signs of an artistic 
character far above what is now gen- 
pene | known in large cities, Nearly 
500 have been distributed and connect- 
ed with the company’s mains. They 
contain twenty-four etched lamps, eight 
candle-power, and are furnished with 
the provision that at least $3 a month 
be paid for current. The average in- 
come per sign, however, approximates 
$100 yearly. Says an officer of the 
company to the Electrical World: “The 
company in pursuing a liberal policy in 
distributing the signs has proved be- 
ro a doubt that they have been 
argely instrumental ia our securing 
business that otherwise would be lost. 
In a great majority of cases these signs 
are furnished to the small storekeeper, 
who would not think of making the 
original investment, yet when the sign 
is furnished free is almost lavish in 
the use of energy.” 








Advertisements. 
Advertisements in “ Printers’ Ink” cost twenty 


yment 
ogy ge or cont and order for dasortion 
and ten * yearly, contract pa id 


pom oF ‘oan aa tetenaet aud granted, 
double price will be charged, 





WANTS. 
i Waeem: oonziode ng, “ Feagon-why” ateetien. 
Dept. “ The World? ” Park Row, New Monn City. 


T= circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


ANTED-—Situation in Advertising Depart- 
ment. Have had experience 1" ail details. 
Will give full information upon inquiry. “B.G. 
G.,” care Printers {ed 
W4stED experienced sal salesmen for new line 
Fo art advertising calendars. Copyrighted 
ps State eH itty ious experience. THE 
HifbHEAD & HOAG CO., Newark, N. J. 


"A DUIS Yoon man (23), , oummlored by 
F Gon to eng agency, 
rm or ne r. nversant with news r 
avi wopeper. M. P.,’”’care Printore lnk. 


(CAPABLE, ge ae] advertising man of much 

experience oe Lape od as adve mane 
manager, good references, ng 
to take hesseaie” salary at start. Address 
“ J-105,” care Printers’ Ink. — 


EWSPAPER POSITIONS 0 8 aoe for advertising 
solicitors Cd be er ence. wo 
positio Write for Booklet 
Fr Pruwapys S NEW VSPAPER MEN'S OX CHANGE 
(estab. 1898), Springfield, Mass. 

A* MEDICAL PUBLICATION SEEKS AN aD. 
VEKTISING MANAGER. Dees © 
interest in tue pebiiesiion or both. 

portunity for experien man. 
quire entire time to + aaa Address “‘ MEDI- 
CAL,” care Printers’ Ink. 
ANTED—An csnakianea commercial writer 


to prepare — e for [tenn oh aud 
articles for the 





66 peered, “se ee WEst- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best ° — 
ee ayy in existence. Trial ei eerern 
ents. Sample copy free. THE WESTERN 
MONTHTY, $15 Grand Ave., Kansas City, Mo. 





P Ng Rah dh for an Seewtien, Ciesteal, 
or Satesm, 
oe esi =? position! We have 


Write for bo oklet. - 
GOODs, 305 Broadway, ». p A si — 


CTIVE young man, 35, magazine writer, of 
A Denver, would | ike” to assist in manage- 
ment of paper in smaller, Weatern 
town, Co magnons preferred. Not a compositor, 
but has ten years’ good newspaper experience; 
not sick. Prefers Many = A. aes to city. Ad-- 
dress ‘‘Denver,” care Print 


aersTant cisculation me manager, one of best 
newspapers in Pennsylvania, desires 

position as circulation manager of lively news- 
paper, in anna of over 100. population. Ten 
zeers Bow me ence; best references. Can deliver 
f 8. positio’ on Jess than $40 per week 
considered. . hildress “B. F..” care Pore? Ink. 


ANTED—Clerxs and others with common 
school educations only, who wish to qual- 

ity for reaay positions at $2) a week and over, to 
write for free copy of uy new D! cus and 
endorsements from leadin — every- 
sane One graduate filis 3 $4000 000 place, another 
and any number $1,500. The best 
Sisthine adwriter in New Yo Yom owes his suc- 
cess within a pod months to my teachings. De- 


mana exceeds 
LL. Advertising and Ruat- 





pl 
GEORGE H. POWE 
ness Expert. 471 Metropolitan Annex, New York. 


b YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified cv!- 
umns of PRINTERS’ INK, the business journal for 
adve: tisers, Deep pom weekly at 10 Spruce Si., 
New York. Such advertisements will be inserted 
at 20 cents per line, six wordsto the line. |’RINT- 
ERs’ INK 18 the vest school for advertisers, and it 
reaches every week more employing aavertixers 
than any otuer publication in the United States, 





Advertising. 
Wanted by a New York firm a competent 


circulars, etc., subjects. 
Originality and ‘ability. to to writé — 
and forceful copy a fn deal necessa 
state age, experience 2 detail pty | ‘salary 
~ ted. Address * ters’ 
nk, 





CATALOG WORK. 


Wanted—by a large manufacturing con- 
cern in New York City, a first-class and 
experienced man to compile trade cata- 
logs. Must be fully experienced in this 
work, State age, experience and salary 
required, Address ‘“*N. C.,” care 
Printers’ Ink. 














ANTED editorial writer on Boston 
daily newspaper. Must possess 
brains, education, judgment and ex- 
ceptional ability. Must have style— 
vigorous, trenchant, incisive, effective 
Excellent opportunity for right man. 
State age and experience fully. Send 
printed samples of work, with stampe:- 
directed envelope for return if wanted. 
Applications will be held confidential, 
if desired. Address, promptly, EDI- 
TOR, P.O. Box 5276, Boston, Mass. 
CARD INDEX SUPPLIES. 
Gt prices on Stock Cards and Special Forms 
from manufacturers. Curds furnished for 
all — of cabinets. Special discounts to 


Trade, 
STANDAKD INDEX CARD COMPANY, 
07-709 Arch 8t,. Philadelphia, Pa. 
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DIRECTORY OF NOVELTY MANU- FOR ‘OR SALE. 
FACTURERS. J JOB PRESS FOR SALE. 
——— Size 8 b; ge wy or 
GENTS wanted to sell ad novelties, 254 com. roller mole, rol 
3 samples, 10c. J.C. KENYUN.Owego,N.Y. cash. L. F. GRa Mies MES & SONS, Allentown, 


ey ae adv. rate 200 Mail-Order medi 
cme, Mo. Be t for stamp: we save you money 
BINNIE’S AGENCY, Box 34, No. Manchester, Ind 
te) 
HALF-TON. TONES. (G A ) REWS 
. ' 


Migrates § 
Ave., and 40th St., New York City ‘i official organ of city and county, can be bought 
BN RE for $5,750. Netted over $3,000 in 1906 and 
eayact copper half-tones, 1-col., $1; larger over $300 per month this year. City has over 
oe per. in. THE YOUNGSTOWN ARC EN- 7,000 population and growing very fast, with 
GRAVIN CO., Youngstown, Uhio. one other office, a weekly,  Well-equipped 
Nosergrte HALF-TONES. news and job office; power presses. Largest and 
IN 2x3, 75c.; 3x4, $i; 4x5, $1.60. best county weekly i in Geor; 12 to 24 pages, 
Delivered when ¢ cash accompanies the order. all home-print, per week, flea with good pay- 
ENOXVILLE ENGRAVING CO., Knoxville, Tenn. ig ads. Best location and business growing. 
ALF-TONE or line productions. 10 square se | —. ved gh soenee a ws ~ any ee = 
> tend to business for past t ree years, with fre- 
H’ ae a ag ye ee ae aga in hospital, is reason for sell- 
newspaper screens. Service day and nigbt. ing. his is a great opportunity for good 
Write Tor circulars. Keferences furpisbed. newspaper man to make big money. Address 
pereeenee process-engraver. P, O. Box 815, W. J, VAUGHAN, Prop., News Building, 
Philadelphia, Fa. Milledgeville, Georgia. Full particulars about 
PERS i EES business and city furnished. 
ADVERTISEMENT CONSTRUCTORS. ee 
ILLUSTRATORS AND ENGRAVERS. 


PROFITABLE-STICK-TO-IT-IVE-NESS 
—you cannot — yourself to a buying 


memory PIT BE DONE DISCREETLY. AW J 
Men who have ne’ + ome ae 3 compar ~ ic7- Uae H E ‘. & M A | N l | G 
nD 
sd era en attractive advertising |f DESIGNERS - ILLUSTRATORS - ENGRAVERS 


Was . 

Lam constan making such little “soon-over™” > Y PHILADELPHIA Ca 
antidotes for oblivion, to slip into letters—. For CATALOGUES, ADVERT! ie. 
BUYING MEMORIES. Would you care tosee® 9 “ consult us for the “plates” for one or more 


lot! No posta’ colors to be made for use on a type press. 





stal cards. a, plese 
No. 79. FRANCIS |. MAULE, 402 Sansom St.,Phila. 
+r 


7a ———_+o+—___ 
ENGRAVING. ADVERTISING AGENCIES. 
A. O°GORMAN AGENCY, 1 Madison Ave., 


C 0 4 E | G RAV | | G C 0. e N.Y. Medical Journal advg. exclusively 
8 FULTON ST.NEW YORK TT? IRELAND dRlnd adoertet AGENCY, 
PHOTO ENGRAVING, WOOD ENGRAVING rittab Ghrespaut Street, Pt — 
DESIGNING PHOTOGRAPHING ,PRINTING ADVERTISING <a written, strated 
reona! 
PRINTERS’ SUPPLIES. yincing. PA CHESTER THEGEN, a Drosai 
Building, Philadelphia. 


Gordon Press Motors ase sues cr grenenres 5. 


lust perfected friction drive, variable speed, nicago. Boston. Philadelphia. Advertis 
in and direct current Motors for Gor- ingof ail kinds piaced in every part of the wor!d. 
don and Universal Presses. Variations 100 to 3,000 

impressions per hour. Write for booklet “P.” ADVERTISING MEDIA. 

GUARANTEE ELECTRIC CO., Ww™t,t ‘the Ladies’ Home Journal is to the 

Chicago, Ill. n the RECORD is sr, and Central 

pict County, —. a a Bese gs 2 

aor gh-grade advertis' one questi b) D 

POSTAGE STAMPS. any sort accepted. Send for ne Copy. er 


BUY at 5 off, unused U S.; c. 0. d. 
ORSER, 2404 Milwaukee Ave’, Chicago, iti. 


‘MAIL-ORDER BUSINESS. The Lake County Times 


MAKE MONEY BY MAIL in egenen Breage Two Edi- 


Only spare time and little cash uired The advertising medium par eapeiionce of 
to start.” We teach you the mail- cedes busi the Calumet Region. Read by all the pros- 
ness by mail; thorough, practical instruc- Kes in business men and wells -paid mechan- 
tion gleaned from experience of poor men F tal eae has been accepted as the 
who have become rich. If you are tired of Industrial Center of America. 
bein a drudging nobody, let us show you ‘Sonal circulation over 8,000 daily. 
ow to start start and Sovelo a es pai busi- 


oo of your own. rite AI —-—~_+ + _____ 
ORDER LYCEUM. B12 Phelps Bldg., BILLPOSTING AND AND DISTRIBUTING. 


GURANTON. FA, 66‘ SQUARE FEET of billboard space, includ- 
ie of poster. at five cents per day is 
ition that should interest | 
towns ad —— space, an 
Bitl; Distributors 




















W. ia rti 3.00 
wr aor 
ADWRITING. inted 


nacrK CAL ad _ writing; correspondence in- guunrantee the service. Ottice: 609 Rector Build- 
vited. GRIFFITH &. SICK, Evansville, Ind. Chicago, ll. 
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MAILING MAC. MACHINES 
HED pecs. MATCHLESS HLESS MAILER. lightest and 
kest. ice $14. ct? 05 ENTINE, 
Mfr., 7) ; Vermont St.. 
COIN CARI CARDS. 


Less for 1 more; any printing- 
WRAPPER Cv.. Detroit, Mich. 


ffalo. 


$3 ‘TH Cou 


PRINTERS, 


VV R Leo oun. rues, booklets. circulars, acv. 
r—ail kinds, Write for prices. THE 
BLAIR PTC. Co.., 514 Main St.. Cincinnati. C. 
—— +> 
POST CARDS. 


7 E make the Cuts to print from. Print them, 
too. Samples for stamp. STANDARD 
ENGRAVING CO., New York. 
——_~+or— 


PREMIUMS. 


IP HOUSANDS of acthor premiums suitable 
for publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
kindred lines. ies list price illustrated 
catalogue. (© ee — of its _— 
Published annually, 351 w ready ; 
8. F. MYERS CO., ie. rey: 49 ) Maiden Lane, N a 


SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce 8t., New York, sell more mag- 
= cut inks than any other ink house in the 


“Rpecial prices to cash buyers. 


pure for shipping labels, mailing wrappers. 
trunk lin cigar box labels and all 
other pon Any igs ti Cold Water Paste is 
positively best.’ Virginia-Carolina Chemical Co. 
use it exclusively in 16 factories. Sample free. 
CEAS. BERNARD. 609 Rector Building, Chicago. 





Let us send you a sampie of our 


*ESSO” 


ELECTROTYPERS’ MOLDING AND 
POLISHING GRAPHITE. 
Prices furnished gladly. 

THE §. OBERMAYER CO. 
Cincinnati Chicago Pittsburg 
———_+or—___— 

ADDRESSES FOR SALE. 


EW California addresses. Any kind or quan- 
tity. EUGWNE N. GRANT, Pasadena, Cal. 


UST COMPLETED-—L Al of = mag Teachers 
e containg 4.000 n Price $5 for com- 
plete list. FRED’K | c. EBERHARDT. ee 
Stephen Gi 














COIN MAILER. 


RL. For 6 coins $8. Any printing, 
OIN CARRIER CO., Burlington,la. 


$2.56 


OME 


37 
PATENTS. 
pu==PATENTS that PROTECT 
Our 8 books for Inventors mailed on recetj 5 
of 6 cts. stamps. R. 8. & A. B. LACE 
Washington. D. ©, Extab. 1869. 








PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New Yo rk’ City. 
Coated papversa specialty. Diamond 3 ‘Perfect. 
Write for high-grade catalogues. 


STOCK CUTS. 


UR Book of Ready-Made Cuts for Advertisers 

has made a een ent it. 

It has 48 8 filled with brilliantly colored 
proofs of the oes ingenious and unusual cuts 
= prepared for the use of appreciative adver- 

jisers. 

Electrotypes of these cuts are furnished at 
moderate egy eo the things you need for 
your booklets, circulars, folaers, mailing cards 
and notices. 

e also have a special issue of this book, 
printed in black ink only, for those who use cuts 
in newspaper advertising. 

Cost of either book m4 conte (stamps). Limited 
edition. cae Ps 

PATTERSON. GIBBS CO., 
maedik Building, Chicago, iu. 
—_+or—__—_ 


JINGLE ADWRITER. 


INGLES—Written to order; new and sparke 
ling. State any points you wish featured, 
References 
JOHN D. PHILIPS, Iroquois, So. Dakota. 
pS. “iaetiad tua 


BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. ROWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as & real business force. 
‘The remainder of the edition (published lJast 
year) is now offered forsale. About ALE, 
5x8, set in lon =, with many half-tone 

ortraits. Clot d gold. Price $2, prepaid. 

HE PRINTERS’ tN PUBLISHING Cco., 10 
Spruce St., New York. 


estes A 
PUBLISHING BUSINESS OPPORTUNI- 
TIES 


Je 


ONTHLY CLASS PAPE. 

i Excellent paid < teouiations Hy 
Ply business a 

Solon rade in every 

endid possibilities 1 in clear field. 
a strong man with 
Should mvee te a 

ERSON "P. ° HARRIS, 
et. in Publishing Property, 
253 B: way, New York. 


——— +9 
STEREOTYPE OUTFITS. 


Ce simplex stereotyping tears No heat- 

ing of type in the Cold pla e = x Meorectyping 
Process. nnpet Pt, pisos for two 

+ 8. m, RY HRS, 240 est” ‘38a Street, 
ew Yor! 





“El Cosmopolita” 


that will produce business. 


au Li. # 


MONTHLY OF 


Mexico 


Needs a live representative in New York and the East. 
Spanish unnecessary, but must talk a line of English 


Address 


Francis J. Acosta, Apartado 1102, Mexico City 
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Increase Your Sales 





USE 
Silverware 


for Premiums 
Premium Coupons SPECIAL QUALITIES, 


Ever Issued ae 








OUR new booklet gives details of a double 
plan for increasing the sales of your prod- 
ucts through the ff g of valuable 


remiums to BOTH the retailer who, 

andles them and the consumer who uses 
them. It also explains WHY wecan con-' 
duct your premium department much more 
cheaply than you can do it yourself. 


Our system is used and endorsed by 
hundreds of manufacturers in all 
parts of the United States. 


Send for the Booklet To-day 
Manufacturers’ Trade-Mark Ass'n ) . 
JOHN NEWTON PORTER, Pres. International Silver Co. 
253 Broapway, New York Factory ‘“C,’’ 
Dept. I Bridgeport, Conn. 


“Back for Good Ink” 


“We've been hacksliding. Now we’re coming 
back for more good ink.”’ 
PARLETTE & SNYDER, Ada, Ohio, 














The above concern have been buying from me con- 
tinuously for several years, and I don’t remember ever 
having received a complaint from them. Probably they 
were influenced away from me by some salesman, or forced 
to take some ink on contract through a customer, but their 
recent letter, with order, proves that my inks excelled my 
competitors in every particular. All I ask is a trial order, 
and the customer can be the judge and jury. If he feels 
that my goods are not all that I claimed for them, his 
money will be refunded and he will be reimbursed for all 
transportation charges. Send for my specimen book and 
price list. Address : 


PRINTERS INK JONSON 
17 SPRUCE STREET, NEW YORK CITY 
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WINNER OF AINSLEE’S 
MOTTO CONTEST— 











Last October we announced that we would 
offer a prize of $50.00 for the best motto to 
combat the substitution evil, submitted to us 
on or before February 15, 1907. We take 
pleasure in announcing that Mr. J. M. 
Campbell, 3022 Fairfield Avenue, Cincinnati, 
Ohio, has won the prize. His motto is: 


*“‘No, thank you, I want what I 
asKed for. Good-bye.’’ 


A great many mottoes were submitted. It 
was a difficult task to make a selection. Mr. 
Campbell’s motto was unanimously selected by 
the committee. One of the conditions of the 
contest was that the motto be such as not to 
offend, and we are sure that the motto ‘‘ No, 
thank you, I want what I asked tor. Good- 
bye,” will not offend even a dealer of long 
standing who attempts to palm off asubstitute. 
After some dozens of people say ‘‘ Good-bye” 
and make no argument, there will be no ques- 
tion in the substituting dealer’s mind that 
people have awakened to this dangerous 
practice in our commercial life. 

We thank our readers for the hearty sup- 
‘port they have given this contest. 





AINSLEE MAGAZINE COMPANY 


79-89 Seventh Avenue, New York 
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This Offer Expires 
April 15 


Rowell’s American 
Newspaper Directory 


for 1907 will be ready for delivery the 
latter part of May. The subscription 
price of the book is Ten Dollars net 
cash. Persons desiring to register a 
subscription, and willing to send 














check with order mow, may have a 
discount of ten per cent from the 
above price, making the net price 


Nine Dollars 





and to these in-advance-paid subscribers 
acopy of the very first lot received from 
the binders will be sent carriage paid. 











The Printers’ Ink Publishing Com- 
pany, Publishers of Rowell’s Ameri- 
can Newspaper Directory, 10 Spruce 


Street, New York City. 
March 6, 1907. 
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In Your Opinien, Who 
Are the Shrewdest Ad- 
vertisers in the World? 





Doubtless your reply will be, “The shrewdest advertisers 
are, of course, those who, by advertising, have built up the vast 
businesses which are the industrial wonders of the Twentieth 
Century.” 


Very good. Now, having defined and located the shrewd 
and successful advertisers, you will readily agree that their ad- 
vertisements are to be found in the leading magazines, and are, 
naturally and necessarily, the best advertisements in those 
magazines. 


And of course you will admit that the means and methods 
utilized by these shrewd advertisers in securing and displaying 
their designs and copy are wise, judicious and worthy of your 
careful study. 


Our purpose in leading you to these conclusions is to direct 
your attention to the fact that these same advertisers, in these 
same magazines, are using the services of The Ethridge Com- 
pany to a really remarkable extent. This is proved by picking 
out the Ethridge Designs in any standard magazine, noting at 
the same time the character of the work and the class of adver- 
tisers who use it. 


Let us take, just by way of illustration, the Ladies’ Home 
Journal for April, 1907. In this number alone the space occu- 
pied by Ethridge Designs cost nearly Sixteen Thousand Dollars 
—designs prepared, almost without exception, exclusively for 
that particular number of the Journal. 

Mind you, this is not a mass of all kinds of advertising 
“placed” by one agency, or anything of that kind, It repre- 
sents designs purchased by advertisers without regard to their 
agency connections. 

There is certainly food for thought in this. The leading 
American advertisers who use big spaces in Zhe Ladies’ Home 
Journal buy the best there is, and know where to get it. 


You may avail yourself of Ethridge Service without 
in any way disturbing your present agency relations, or 
increasing the cost of your advertising. 


Write me personally—GrorGE ETHRIDGE. 


THE ETHRIDGE COMPANY, 


Hartford Bldg., 41 Union Square, Phones 4847-8 Stuyvesart, 
New York City. 





PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


~>SEADERS OF FPRINTERS' 


INK WILE RECEIVE. 


41 UNION SQUARE, N.Y. 


FREE OF CHARGES 


*caiticism OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 


The advertisement marked No. 
I endeavors to call public atten- 


a better opportunity to be seen 
and heard, and room is provided 


tion to the Greater Louisville Ex- for text matter in which it may 


position, and the office of procla- 








GREATER Louisville 


OR ROUND TRIP BY 
MAR. 18-30 








mation rests heavily on the 
shoulders of a diminutive figure 
who was endeavoring to attract 


CREATERoLOUISVILLE 











No.2. 





the attention of the entire earth 
but is sadly hampered by his lim- 
itations and surroundings. In the 
illustration marked No, 2, he has 


be displaying without tangling it 
up with other things. 
* * x 

Here are two little advertise- 
ments reproduced just as they ap- 
peared in a weekly publication— 
with the fence advertisement di- 
rectly under that of Macbeth. 
This is an object lesson in intelli- 
gent display. It might be claimed 
that the fence advertisement is 
stronger because it ‘is blacker 
than the Macbeth advertisement. 
Certainly the fence man got more 








My lamp-chimneys break 
through abuse—not through 
use, 

My Index tells how to get 
the right size for your lamp, 
It’s free; let me send it to you. 

Address, MACBETH, Pittsburgh. 
Strongest 





Carbon colled wire. 
aoe yoprep user “4 


4 


trial 
shows 37 


Catalog 
ts of farm ae aad 
fence. It'sfree. Buy direct. W 


isnt ft 


LFA] 

















things into his space, but his ad- 
vertisement stands a poor chance 
of being read as compared with 


the lamp chimney ad. here 
would be more room for adequate 
display in the average advertise- 
ment if the advertisers studied 
and practiced the art of boiling 
down what they have to say and 
getting it into few words. 

large class of advertisers seems 
to feel that they are not getting 
their money's worth unless _ they 
put every word into the _ space 
that the space will hold. Wherev- 
er they see a little chunk of 
white they sling in a word or two 
to fill it up. The really wise ad- 
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vertiser works his brain night and 
day in the endeavor to tell his 
story inas few words as he possibly 
can, and with as much vigor and 
emphasis as possible. Then he 
buys enough space to throw up 
his advertisement clear and 
strong. As a result people see it, 
and read it, and believe it. 
* %* * 

Here is an Old Grist Mill 
Wheat Coffee advertisement which 
is an excellent example of dis- 
playing everything, with the usual 
result of displaying nothing at all. 
Every line in this ad is strong, or 
would be if set apart by itself. 
There is not enough difference in 


ifyoumust 


on account of 
your health 








THE BEST SUBSTITUTE 


RIST MILL 
FFEE? 


Ithas all the virt i 

ina heath. drinic magemin 
wheat — besides being 
Pleasing tothe taste 


-and you dont tire of it- 


Try it and be healthy 
OLD GRIST MILL CHARLESTOWN MASS 





the size and strength of the head- 
lines and the rest of the adver- 
lisement, and poor judgment is 
shown in the wording of those 
parts which are most strongly dis- 
played. The result hurts the eye 
and has more of the appearance 
of a confusing blur than of a 
readable advertisement. One or 
two strong heavy headlines with 
the rest of the matter set in a 
light face type would have been 
far better from every point of 
view. 
* * * 

The advertisement of A. G., 

Hyde & Sons shown here occu- 
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pies a full page in current maga- 
zines, It is an excellent example 
of trademark publicity. The 
Hydegrade trademark is shown 
together with the special trade- 
mark of five of the leading Hyde 
products. It is not an easy thing 
in an advertisement printed in 
black only to show either the 
shades or texture of a fabric such 
as a dress lining. It is possible, 





Linings of 
Greatest Worth 


The greatest worth in beauty and finish, the grestest worth 
ty sfepmabiliey aod service — these every 
ely sure of Vi she buys 


Linincs 

Your needs cannot be too varied or too dainty, for there 
fe a Hydegrade Lining made for you. Whether for « 
petticoat, a coverlet, work, or any of the and 
one uses to which rich silks and satins may be put, oo 
ite Hydegrade fabrics may be used at far Las cost and with fer 
greater satisfacti are light and strong, of silly Gne- 

imparting ot once stability and daintiness ‘ ra 


which meets your need. Insist on seeing Hydegrade on sel vage, 


woman may be 





Gam) Gan 
LUCENTA §=© Sakana 
Rusiline Paisle 


VarrarertTs ve 








he pare Oo ere 














Ait 6 inches wide, (a, 


AG. HYDE & SONS, 961-963 Broadway, New York City. 
Make oh pegreee Feat 











however, to show up the trade- 
marks after the manner of this 
advertisement and familiarize the 
public with their appearance and 
what they stand for, and it would 
seem wiser to do this than to dis- 
play the picture of a pretty 
woman wearing something which 
might be anything at all—al- 
though it is equally true that the 
picture of the pretty woman 
would not be at all out of place 
as a means for attracting atten- 
tion and exciting admiration. 





HOLDS TRUE OF ADS. 


Some solicitors are impressed that 
success depends upon “impressing their 
personality” on the possible advertiser. 

ne of the most successful of them 
says that the advertiser can pay him 
no higher compliment than to forget 
his name as soon as the contract is 
signed, for that is proof that “goods,” 
which are for sale, and not the “per- 
sonality,” which is not for sale, have 
been properly impressed on the buyer’s 
mind—that he has done his work well. 
—Selling Magazine, 
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Readers 





READY-MADE ADVERTISEMENTS. 


f PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or cueciors and any other suggestions for bettering this department. | 





C. A. ASPINWALL, 
1718 Twenty-first Street, 
Wasuincton, D. C. 
Editor Ready Made Department: 
Dear Sitr—I enclose a few ads of 
the Colonial ‘rust Co., of Baltimore, 
clipped from the Sun of that city, as 
I should be much interested in your 
opinion regarding them. This com- 
ne is a new recruit to the ranks of 
nancial institutions that advertise. 
Yours truly, 
C. A. ASPINWALL, 





I think these ads are built 
along the right lines. They deal 
with one subject at a time, and 
that briefly, occupying only two 
and a half or three inches, single 
column. In spite of all the good 
advertising that has been done for 
this line, there are still many peo- 
ple who have no adequate concep- 
tion of the offices a trust com- 
pany can perform—people who 
ought to know and who are worth 
while. But they won't take it all 
in one dose, so the thing to do is 
to split it up into small doses and 
hand it out in tabloid form, In 
that form they will gradually as- 
similate the whole - argument. 
That’s true of other kinds of ad- 
vertising, but it is, perhaps, par- 
ticularly true of this kind, for 
many people who are well worth 
reaching will side-step a catalogue 
of the virtues of a trust company 
very much as they dodge the 
usual form of a bank statement. 
The place for exhaustive treat- 
ment of the subject is in a book- 
let, to be sent to a setected list or 
mailed to inquirers. Here are 
some of the ads: 





Have you any wishes regarding the 
disposition of what property you will 
some day leave? 

Are you now certain 
wishes will be carried out? 

To insure the prudent and economi- 
cal administration of your estate, to 
provide a guarantee that your wishes 
will be carried out, appoint a respons- 
ible trust company as executor. Con- 
sultation with the officers of this com- 
pany, in person or by mail, is wel- 
comed. 

COLONIAL TRUST COMPANY, 

J. Henry Ferguson, President, 
Saratoga Street at Charles. 


that those 


A Heart to Heart 





Your wife may be one of your exec- 
utors, and we as the other would re. 


lieve her of all worry and detail. 
COLONIAL TRUST COMPANY, 

J. Henry Ferguson, President, 

Saratoga Street at Charles. 


TRUSTEE UNDER PRIVATE _ 
AGREEMENT. 





If for any reason you desire to be 
relieved of personal attention to your 
affairs or a part of them, the burden 
can be easily transferred te the 

COLONIAL TRUST COMPANY, 

J. Henry Ferguson, President, 
Saratoga Street at Charles. 


AS EXECUTOR 


the Trust Company can _ continue 
management of active business and 
make advances of money where an in- 
dividual could not. 

This is but one of a great many ad- 
vantages of a trust company as trustee 
under a will. Our dfficers would be 
glad to talk this over with you. 

COLONIAL TRUST COMPANY, 

J. Henry Ferguson, President, 
Saratoga Street at Charles. 


Talk. From. the 
Albany (N. Y.) Evening Journal. 











A Salesman 


who comes to me, offering 
me something cheaper than 
I am_ using, never gets 
much further with me. For 
I am not interested in some- 
thing cheaper since I am 
striving all the time to get 
something better. But it 
is not often that I am able 
to do this. 

You see, I am now pay- 
ing -$1 a pound for my 
Formosa Tea and am_buy- 
ing the-very best that I can 
possibly get in every other 
line. So it is not often that 
a salesman is able to offer 
me something better, but 
when he does I am always 
ready to make the change. 

For I realize that the tre- 
mendous success which has 
come to the Essex System, 
embracing seven cities, 1s 
due to giving my _ patrons 
the very best at the very 
lowest margin of profit pos- 
sible. 


H. J. P. HAMPTON, 
The Essex Lunch, 
Always Open 


60 No. Pearl. (Branch at 18 
So. Pearl.) 


Albany, N. Y. 
Troy: 9 Third Street. 
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Battimore, Md. 
Editor Ready Made Department: 
Dear Sir—I am sending a copy of 
the Baltimore News, with a marked 
copy of Harman’s “ad.” Would like 
to have your criticism of same. I am 
a constant reader of your paper. 
Yours truly, 
Neture E. WILLIAMS. 





It’s’ a very convincing ad, I 
should say; and being a photo- 
graphic reproduction of very 
legible handwriting, is sufficiently 
unusual to attract attention. Gen- 
erally, in “package sales,” it is 
the package behind the ad, and 
not the ad itself, which is most 
subject to criticism. The “pack- 
age sale” was originally, I be- 
lieve, one of the many so-called 
“clever” schemes born in the 
heads of merchants who were 
long on unsalable goods and 
short of ready money. It is not 
always so, by any means—but 
often. And the funny thing about 
it is that the stinger is the one 
who is stung when he doesn’t 
conduct the sales on the square. 
The pleasant sensation enjoyed by 
some people in buying something 
without knowing what it is, 
quickly makes way for a less 
pleasant sensation and an abiding 
suspicion of the seller if, instead 
of the expected bargain, the bag 
discloses some shopworn thing 
that is too passe even for the once 
popular rummage sale, now 
passed into history. The package 
sale is like the little girl of nur- 
sery fame: When it is good it is 
very, very good, but when it is 
bad it is horrid: 


HARMAN’S, 
“A Gem of a Shop,” 
303 W. Lexington Street, 
Baltimore, Md. 
Come, take a Chance—not much of 
a one, but still exciting enough to give 
ou and ourselves a_ little un. 
or three days, starting Friday morn- 
ing at nine o’clock, we will have a 
Package Sale, not “a cat in the bag” 
by any means, as there is ositively 
not a package that contains less than 
35¢. worth of good clean merchandise 
(if you can buy it for less we will 
refund), and some that contain goods 
up to $5—such as Gold Clocks, Safety 
Razors, Watches, etc. You pick them 
out of the window yourselves for, per 
package, 25¢. 








Note the Last Line. From the Philadel- 
phia Bulletin. 





We have for sale a 


Valuable Office 
Building Site 


in the vicinity of other 
office buildings that have a 
“waiting list’? of tenants. 
Right in the heart of the 
business section. Only a 
few minutes from either 
{Reading or Penna. 

depots. Suitable for apart- 
ment house. 

To show our faith in the 
location, we will assist pur- 
chaser in financing building 
and take complete charge of 
rental of offices. For details 
address 


WILLIAMS, COXE & CO., 


Founded 1850. 
8th Floor, Commonwealth 
Building, 
12th and Chestnut Sts., 
Philadelphia, Pa, 
Old: Fashioned Conveyanc- 
ing. Modern Protection. 











A Good Bid for Business from the 
Fair Sex. From the Des Moines 
(Ia.) Register and Leader. 





Ladies’ Check- 
ing Accounts 


are invited at the Citizens’ 
National Bank. 

We have appointed special 
rooms for our lady cus- 
tomers where every con- 
venience is provided, in- 
cluding a_ special ladies’ 
teller. Our lady customers 
enjoy seclusion in _ the 
transaction of their busi- 
ness and avoid waiting even 
though the bank is crowded 
With other customers. 

e have several hundred 
accounts with ladies who 
find this bank an indispen- 
sable | convenience. Most 
convenient location in 


city. 
Peer per cent interest on 


savings accounts in our 
State Savings Bank. 

Total deposits, over 
$3,300,000.00. 


‘CITIZENS’ NATIONAL 
BANK, 


IN. E. Corner Sixth Ave. 
and Walnut Street, 


Des Moines, Ia. 
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523 West Seventh Street, 
Cincinnati, Ohio. 
Editor Ready Made Department: 

Dear S1r—I notice, under the head 
of “‘Ready Made Advertisements,” you 
ask. readers of PriIntTeRS’ INK to send 
model] advertisements. 

Sometime since a manufacturer of 
molders’ tools offered $5 worth of 
molders’ tools to the one writing the 
best ad for the sale of molders’ tools. 
I sent him the enclosed and got the 
tools. This ad might be made use of 


in various — = gee with little 
espectiully yours, 
oh je. Be 


change. 
NG. 





The ad, as reprinted below, is 
all right, perhaps, as a little 
preachment or as a _ testimonial 
to Abraham Lincoln, but as an 
advertisement of molders’ tools 
it doesn’t look to one like a win- 
ner. Just turn it around and 
point it at yourself, Mr. King. 
Read it and see if you can dis- 
cover anything in it about mold- 
ers’ tools. And if you can, then 
see if it contains anything that 
would lead you to pass some other 
dealer’s establishment in order to 
buy tools of this advertiser. The 
man who wants to buy something 
isn’t looking for maxims—he 
wants information about the 
goods and that’s the thing to give 
him. In all these sixty odd 
words, there is not one that con- 
— any idea about the goods for 
sale: 


ABE LINCOLN A MOLDER 


of public opinion. He used good tools. 
One of his double-enders was like this: 
“You can fool all the people part of 
the time, and part of the people all the 
time, but you can’t fool all the people 
all the time. Now if you want to profit 
by this Old Molder’s experience, buy 
your supplies from 


JOHN B. LANK & CO., 
Foundryville. 


Just Shoes—Men’s Shoes. 
Atlanta (Ga.) Journal. 


4 ” 
‘‘Sunny Jim. 

No accounting for the 
name the manutacturer put 
upon this shoe—‘Sunny 
Jim’—unless because it’s 
such a happy medium. 

A toe not too broad, yet 
not too pointed; just right 
for style and comfort. 

A shoe that beats any- 
thing we’ve ever seen, past 
or present, at the price. $4. 
(List of leathers and styles) 

MUSE’S, 
3-5-7. Whitehall Street, 


Atlanta, Ga. 








From the 
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Mother-bait. the Baltimore 


(Md.) News. 


A New Play 
Suit—$1.00. 


The “H. B. Jack Tar” 
Play Suit is an exact du- 
plicate of the -regulation 
Navy work suit; made of 
strong, sturdy, unbleached 
drill, reinforced seams, 
pocket in blouse .and trous- 
ers, rope belt, etc. This suit 
is most comfortable for the 
youngster, cut as it is on 
jew full lines, For wearing 
and laundering qualities a 
more serviceable suit could 
not be conceived. This Jack 
Tar suit is our own idea, 
made after our own in- 
structions. For sale here ex- 
clusively, at $1. 


HUTZLER BROS., 
Baltimore, Md. 


From 














There Will Always be a Strong De- 
mand for ‘“Something* Nice and 
Dressy in a Light Weight Black 
Taffeta Skirt.”” A Good Ad from the 
Virginian Pilot, Norfolk, Va. 


Swell Line 
Black Taffeta 
Skirts. 


The white shirt waist and 
black taffeta skirt will 
more popular this season 
than ever. 

Especially during the Ex- 
position will there be a 
strong demand for some- 
thing nice and dressy in a 
light weight black taffeta 
skirt. 

Many 





eople will wait 
until the last minute before 
buying then it’s too late to 
consult dressmakers—a_ skirt 
of this kind fills the bill ex- 
actly and saves a lot of 
worry and bother. 

These skirts are made of 
an elegant quality taffeta in 
several of the season’s, mast 
approved stylings of an es- 
pecially light weight taffeta, 
affording the greatest amount 
of comfort for summer 
wear. i 

A good one for $10.98. 

Others at $15 and up to 
20. : . 


"The Woman’s Store, 
AMES. BROWNLEY & 
HORNTHAL, Inc., 


The one store of Norfolk 
catering exclusively to the 
wants of woman. 


109-111 Granby Street, 
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From the Spokesman-Review, Spokane,\ An Excellent Idea. From the 
Washington. York Times. 








We_ receive to-day a 


° ’ 
eile a iad Children’s Bank 
1 e icKens 
ayy Accounts. 
raised at the Silver Grill 
ranch, To encourage children to 
: Delicious birds, weighing save money rather than to 
5 pounds apiece. Just the spend it, entrust them with 
thing to serve for a little personal bank accounts. We 
party with a nice cold bot- have a department, for 
tle of 1900 vintage. = - — ~~ 
ooks and chec oks. I 
YE SIGN pA Se SILVER will open an account. In- 
» terest allowed on $5 and 
Spokane, Wash. over. Send for circular, 
The “To Top Coat Is Still On 
Top Dp, PPPS ems. Let’s Bury “Toppy VAN Ey TRUST 
With tEsmappy, ” “Swell” and “Swag- 
ger.’ They Deserve a Long Rest, Fifth Avenue and Sixtieth 
At Least. treet, 


New York City. 
Toppy Top irene - 
Coats. Count Wome rom the Danbury 











, 











Double the assortment 
we’ve ever shown before. 
Some silk lined—some serge 
lined—medium shades—dark 
shades—light shades. 

Some of them knee length 
—some shorter—some below 
the_ knees. 

Every style of spring 
overcoat that’s proper is 
shown here and at a price 
you will consider  satisfac- 


tor 
Coein now and take a 

look at the values we offer 

for $12.50, $15, $18, $20 
$25. 

MARK JOHNSON CO., 
Golden Rule Clothiers, 
50f" 509 Walnut on? 

es Moines, Ia. 








L 
“Apt Alliteration’s Artful Aid” to 
“Little Joe,” Otherwise Joe Weis- 
enfield. 








How Did the 
Tin Roof 
Stand the Test 


of snow and_ rain? Any 
weak places show, anything 
wrong about the gutters? 
We__are_ tinroofers and 
would like to repair or re- 
place roofs that need our 
attention. 

This work is almost im- 
ossible to do in the real 
ot months—have it attend- 
ed to this spring. Give us 
a chance at it—we guaran- 
tee satisfaction. 


NORMAN & RICE, 


234 Main Street, 
Danbury, Conn. 











| Lobster Salad, Served With a Guaran- 
Full of Fun— tee. From the Lynn (Mass.) Daily 


E i I ¥ 
Free from Fear p> a Mire 


and strongly conducive to 
good health and rosy cheeks 
aptly sums up the advan- 
tages of Roller Skating. To 
these “little joe’ adds the 
further qualification of 
slight | cost, with his “little 
prices” on all the pular 
models — Rink, _ Ballbearing 
and Sidewalk Skates, rang- 
from 43c. to $s. 

Our Concert Hall on sec- 
ond floor contains a_ full 
line of the famous Victor 
Talking Machines and Rec- 
ords, It costs you nothing 
to hear the world’s finest 
music. 


LITTLE JOE’S, 


Baltimore and Howard Sts., 
Baltimore, Md. 

















Lobster Salad. 


As we were unable to sup- 
ply the demand for this 
Salad_ last week we will 
have the same on sale every 
day this week. We guaran- 
tee this Salad made from 
fresh lobster and dressin, 
of our own make. We wil 
pay $500 to any person in 
or out of our employ who 
can prove that we _ have 
bought, sold, or used one 
can of lobster during the 
past five years. We are 
yours for Pure Food. 


SMITH BROS., 
Bakers and Caterers, 
40 Union Street, 





Lynn, Mass. 
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One Ftundred Dollars 
for “guarantee of circulation rating in Rowell's American Newspaper Directory 
‘Tue Printers’. Ink Pusiisninc ComPany) 


RP ' anager) 


J 
Publishers of Rowell’s American Newspaper Directory. 
=< 








* CONDITIONS. eae PR Ss © Eee oe me a 
snip fs estoy bate under oreture ot ome hundred dliany Pe =. 
Be ates easertet da Sekar ences Gna ae oe 


